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WHAT SUPPLIERS AND JOBBERS ARE 
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®@ New SIMPLIFIED Operation! 
® Meter Gives Actual Proof! 
® Ultra-sensitive Electronic Pick-up! 
® New Streamlined Design! 


..Can do all this / 


® Balances ALL wheels on cars, 





trucks, buses! 
® Balances ENTIRE Wheel Assembly! 
® Helps Sell More Tires! 
@ PROVES Need for Wheel Balancing! 
® Does the job FASTER. 


..i¢ $0 easy to use [ 


No need to take wheels off car — 
no complicated attachments! 
Wheel is spun—and the meter 
tells the story: save time, 
labor, money! 





You can net up to 
$18.88 a day! 


T OF 


Y 


$1 aat 
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FREE Demonstration PROVES it! Your 
Alemite representative will be happy to 
prove — right on your own car — how easy 
it is to balance wheels rast with this new 
Alemite “on-the-car” Wheel Balancer! He'll 
show you how this balancer can pay for 
itself in mere days of operation. How you 
can sell more tires—sell more service — 
MAKE MORE MONEY. 

Write or phone for your rree demonstra- 
tion now! Cash in on this ever-growing 
market! 














BIG “"VUE-SCALE” METER 

Builds Business For You ... FAST! 

Detects and proves need for balancing with- 
out removing the wheel. Customers can see 
the actual degree of unbalance. After the 
job, meter proves wheels are in perfect bal- 
ance. Completely accurate—can be used in- 
side or out, at night or in bright sunlight! 


ALEMITE 


REG. U.S. PAT. OFF 


1826 Diversey Parkway, Chicago 14, Illinois 








Guardian 


LIGHTING 


BRIGHTEN UP for Increased Gallonage and TBA Sales 


The magic of greater illumination is building new, 
important business in station after station. Prove it to 
yourself with Guardian Service STATION LIGHTING. 


For remodeling or new instal- 
lation needs check first 
with Guardian— your One 
Sure Source! Write for FREE 
complete Catalog No. 52. 


Guardian Light Company 


OAK PARK, ILLINOIS 
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KAMLOK 
Suick couplers 


Make field-repairs quickly with 
this simple attachment of hose to 
KAMLQK shank type adaptor and 
coupler by using hose clamps. Leak- 


proof, light weight, easy to handle 


ALL KAMLOKS COUPLE AND UNCOUPLE 
INSTANTLY REGARDLESS OF HOOK-UP 
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Behind Our Headlines 


Quite a few of you readers con- 
tributed to the contents of this third 
annual service station issue of NPN 
which, incidentally, is the biggest post- 
War II issue we have had. 

Preliminary planning began last 
year, shortly after the 1953 issue was 
out of the way. Early this year, NPN 
staffers talked to marketers at random 
to get a line on the most predominant 
problem. The nearly unanimous ver- 
dict was that manpower was the fore- 
most problem. 

By the middle of February, we had 
outlined the subjects to be covered and 
assignments were issued to our field 
men. They set about gathering infor- 
mation, talking to staff and line mar- 
keters all around the country. 

Then the field men sent in reports 
on their findings, and the final stories 
were drafted from that basic informa- 
tion—which, as I said at first, was con- 
tributed by a lot of you readers. 

It always strikes me as pertinent 
that in an idustry as competitive as 
ours, most companies—big and little 
—are willing to share their knowl- 
edge with others. True, they withhold 
trade secrets and confidential informa- 
tion. And we respect their reasons for 
doing it. 

Usually the information made avail- 
able is something companies believe 
the industry should know about or 
information they know competitors 
will obtain anyway. Their co-operation 
in releasing information makes for 
accuracy. 

So, thanks a lot to you readers 
whose contributions make this what 
we believe to be the best station 
issue yet. 


—Herbert A. Yocom 
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Modern Way to Deliver 


THIS WHITE 3026 is the modern fuel oil 
tanker operated by Seaboard Coal Co., 
New Haven, Conn. It provides extra- 
capacity tanker without longer over-all 
length for outstanding maneuverability 
ne time savings in fuel oil delivery. 


: 
: 
‘ 
; 


YEARS AHEAD in functional design 
for fuel oil delivery service, the White 
3000 saves time and improves delivery 
efficiency . . . wherever it goes. 


Its maneuverability saves time in con- 
gested areas and reduces traffic time. 
Its low-level cab saves step at every stop 
...and it is engineered for safety and 
wonderful visibility in all directions. 


Sets Mew Find out from your White Representa- 


tive without delay how the new White 


i 3000 saves time and money all day 
De ivery long ... for years! 
Standard 


e+» With the patented 
safety power-lift cab 
THE WHITE MOTOR COMPANY 


Cleveland 1, Ohio 


SUPER POWER 


etelele) 


FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 
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AHEAD OF THE NEWS 


Station Car Clinic—A station test of a new electronics 
engine-analysis device is being started by Bowser, Inc., Fort 
Wayne, Ind. Testing will be done at a Skelly Oil Co. sta- 
tion in Kansas City. The device checks every phase of a 
car’s electrical system, and makes an exhaust gas analysis. 
A charge of $2.50 will be made for the service. Designed 
to find out if motorists in large numbers are willing to pay 
for an engine diagnosis (as they would pay a doctor for a 
physical checkup), the test will continue for 90 days. Four 
basic connections are used in making the analysis, and 
nothing is removed from the engine. A dealer or attendant 
with some knowledge of electricity can be trained to use 
the device in six to eight hours of intensive instruction. 


Liquefied Mexican Gas—Natural gas may be shipped 
from Mexico to the U. S. in liquefied form. W. L. Morri- 
son, whose plan to barge liquefied natural gas up the 
Mississippi River was reported by NPN this spring (April 
21, p. 15), is said to be negotiating for Mexican gas sup- 
lies. Plans are to liquefy the gas in Mexico and sell it to a 
major oil company, which will build special vessels to 
carry the liquid gas for use at its U. S. refineries. Also, one 
of the principals in the Morrison operation reportedly will 
visit London soon. His mission: To talk to government and 
oil officials on the possibility of using liquefied natural gas 
to solve the Middle East gas flaring problem and give 
Europe a new source of fuel. 


Four-Pump Stations—A West Texas jobber believes a 
popular type service station from now on will be the 
two-island, four-pump outlet. Owner of one 11-pump, two 
8-pump, and two 6-pump stations, the jobber won't build 
any station with more than four pumps in the future. He 
says the multi-pump “just doesn’t pay for itself, at least 
not in a thinly populated area like mine.” 


Oil Centennial History—A project for writing a history 
of the first 100 years of the oil industry will be started soon 
at Northwestern University. A long-term undertaking, the 
history will be published during the centennial celebration 
of the oil industry in 1959. It will be the first complete 
and authoritative history of the industry ever attempted, 
and will be a reference work. 


Natural vs. LP-Gas—Farmers in the South plains area 
of Texas are making another big switch in their buying of 
fuel for irrigation pumps—this time from liquefied petro- 
leum gas to natural gas. Jobbers say the switch is general, 
with farmers laying their own pipe lines to tap gas utility 
lines. After the original pipe line investment is paid off, the 
farmer can get natural gas at about half the cost of LP-gas. 
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Giant ‘Cat’ Coming—The largest single catalytic crack- 
ing unit yet built—86,000 b/d—is reported in Tide Water 
Associated’s plans for its new East Coast refinery. Gulf 
Oil’s 63,000 b/d unit at Philadelphia is the biggest in oper- 
ation so far. From a processing standpoint, the Tide Water 
cracker won’t be different from smaller units. But because 
of its size, it will present design engineers with challenging 
new structural and mechanical problems. There’s still no 
decision by Tide Water on a site for the new refinery. 


Atomic Setback?—A drive for early congressional ad- 
journment, plus the Democrats fight against any “give- 
aways,” may block legislation this session to encourage 
private investment in the development of atomic energy for 
peacetime use. Private industry (including oil) is insisting 
that patent rights must be provided, with no strings at- 
tached. But the Democrats are battling the alleged con- 
centration of a new industry in the hands of a few com- 
panies fortunate enough to be in on experimental work. 
With Congress shooting for a July 31 adjournment, there 
probably won't be time to thrash out the problem and get 
a bill passed. 


Merger Delay—August may be the earliest that the 
merger of Indiana Standard and Pan American Petroleum 
& Transport Co. will be completed. The merger has been 
approved by stockholders. But the final transaction has 
been held up pending a decision by Congress on the 
omnibus tax bill (not expected before the latter part of 
July). After that, Indiana Standard’s directors must act on 
the stockholders’ vote. If the tax legislation is unfavorable, 
the merger might not take place. But the latest word is 
that the tax bill looks all right for mergers. 


Dealer Support Bid—An intensive campaign to bring 
many of the West Coast’s 22,000 retail gasoline dealers 
into Oil Progress Week activities is being mapped by the 
Oil Information Committee, West Coast version of the Oil 
Industry Information Committee. Until now, dealers have 
been the weakest part of the local OIC efforts. So, for a 
month beginning July 28, the campaign will seek to enlist 
dealer support for both Oil Progress Week and permanent 
OIC activities. 


Truckers Seek Exemption—lInterstate Commerce Com- 
mission probably will go along with requests of for-hire 
tank truckers for exemption from proposed rules (for the 
entire trucking industry) that prohibit trip leasing of less 
than 30 days and ban percentage-of-revenue compensation. 
Tank truckers say such restrictions would endanger oil 
supplies by hampering the flexibility of truck oil hauls. 


For more Ahead of the News 
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Vavideon gives you Gowice 


the way you like it... 











from the Rockies 
to the East Coast! 


go Surrounded by a dealer organization of 24 stra- 
tegically located offices—Davidson is in a position 


modern to give immediate and personal attention to your 


@ th service station requirements. 
ization is at your service for consultation and is 


j } 
ol prepared to offer suggestions for improvements in 
€ (l construction details, to give you attractive, eco- 
{ f) nomical, durable service stations. 
p When you purchase Davidson porcelain enamel— 
of ae qj you purchase Davidson’s complete package of wn- 


Factory trained dealers, give you the benefit of 
Davidson's pioneering experience in fabrication and 
erection of porcelain enamel. The Davidson organ- 


divided responsibility—porcelain enamel, its fab- 


lifetime material fication and erection, 
that’s practically Complete information is available on Davidson 


porcelain enamel and their Dealers—it's yours for 


maintenance-free! the asking. Write for it today. 


e 
Pawideen exsne. rroovers, ne 


1103 EAST KIBBY STREET, LIMA, OHIO 
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AHEAD OF THE NEWS 


Oil Education Spreads—One of the first state oil jobber 
groups to adopt the distributive education program spon- 
sored by the National Oil Jobbers Council will be the 
Northwest Petroleum Assn. Officers of the Minnesota- 
North Dakota group will confer early in July with officials 
of the University of Minnesota. They will establish a state- 
wide education program similar to one pioneered by the 
Texas Oil Jobbers Assn. with the University of Texas. The 
Northwest Association expects to set up a schedule of 
courses throughout the state, to start next fall and extend 
into the winter. 





Dealers Want Controls—New Jersey Gasoline Retailers 
Assn. will once more seek legislation to establish a state 
control board for gasoline marketing—unless the majors 
agree to fair trade their products. The proposed board 
would be similar to New Jersey's Milk Control Board. The 
association has also authorized its president, John Dressler, 
to call a mass meeting of all New Jersey dealers this sum- 
mer (if he thinks it advisable) to plan another shutdown of 
service stations aimed at stabilizing the state’s gasoline 
market. 


Oii Truck Suit—Northwest Petroleum Assn. will file suit, 
if necessary, to invalidate a ruling of the Minnesota Rail- 
road and Warehouse Commission that prohibits an oil 
trucker from buying his gasoline needs from companies 
whose product he hauls. Association Secretary H. F. 
Horning will soon confer with commission members and 
men from the Minnesota Transport Assn. in an effort to 
settle the issue amicably. If no satisfactory agreement is 
reached, the association will file suit. It will contend that 
the commission has no authority to bar citizens from buy- 
ing anything anywhere they wish. The commission has held 
that transporter purchases from customers are a “rebate” 
of the established hauling rates. 


NPN Staff 


Sunset Moves South—Sunset Oil Co., Los Angeles, has 
begun distribution of heavy-duty lubricating oils in Central 
America through an affiliate headquartered in San Jose, 
Costa Rica (Sunset International Oil Co.). So far, markets 
are being developed in Guatemala, Honduras and Mexico, 
in addition to Costa Rica. Right now Sunset is after the 
tractor and truck lubricant market. But it is also making a 
bid for the consumer market with its 10-30 motor oil. 
Products are shipped south by air freight. 


Before the Army—One major oil company is trying out 
a plan for hiring promising young men even though they're 
headed for military service in a matter of months. Some 
other companies have shunned the service-bound prospect, 
believing the training expense is not justified if they're 
going to have the man only a few months, and with the 
odds that he won’t return to the company. But the major 
feels its policy gives it a better chance of attracting capable 
young men for marketing. Also, there is the chance to sell 
the prospect on the company, if he turns out to be a 
potentially valuable man for the long pull. And the pros- 
pect feels better toward the company, knowing he has a 
job waiting. 


Dealers Hit Sohio—Standard Oil of Ohio is charged with 
“monopolistic practices” in a petition being filed with the 
Justice Department by the Cleveland Independent Gasoline 
Dealers Assn. The association is making two main accusa- 
tions: (1) Sohio, through its network of company-owned 
stations, exercises tight control over wholesale and retail 
prices, and (2) Sohio’s station leases are on a yearly basis 
only, cancellable by either party. The association maintains 
that dealers who don’t “play ball” are told by Sohio sales- 
men: “We're sure going to miss you around here next year.” 
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IN THE BATTERY INDUSTRY 


1. EXTRA POWER... 
For Cold Weather Starting. 


Low water level increases power-pro- 
ducing acid concentration . .. guarantees 
far greater power for faster starting on 
the coldest winter mornings. 


Weathervmaster 


2. LONGER LIFE... 
For Hot Weather Driving. 


with key-operated 
CLIMATE CONTROL 


Two Great Batteries In One at the turn of a Key... 


High water level guarantees a cooler- 
operating battery for hot weather driving 
... Quarantees greater protection against 
the most common cause of a// battery 
failure — overcharging. 


amet Willard 


Super Master 


Metalex Grids give it 151% more protection against 
overcharging, the number one battery killer! Actual 
tests in salesmen’'s cars and taxis, prove this battery 
lasts up to four years and longer. 


Tractor-Commercial 


The only battery in the world with plate anchor 
which gives absolute and positive protection 
against battery killing vibration. Sell it to Farmers 
. +. sell it to Truckers, 





Willard Price Leader 


The W-1-80. It’s not built cheap to sell cheap... 

it’s Willard quality throughout. Sell it for $16.25 
. allow a liberal discount for the old battery 

from this price and you still make a big profit. 





WILLARD STORAGE BATTERY COMPANY - 


8 


Heavy Duty De Luxe 
Apopular priced battery with up to 56% more starting 
power at zero. Genuine rubber container. Avail- 
able in sizes to fit every car and most trucks, 


Willard new low prices are set so the dealer 
can wheel and deal and make a big profit 
besides. Call your Willard Distributor now! 


FACTORIES IN: CLEVELAND + LOS ANGELES « DALLAS 
MEMPHIS + 


PORTLAND + ALLENTOWN * TORONTO 
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Se 8 mo Meet Your Needs... 
Proposed Pipe Line Has Planners Worried | BAIBSE IH RMR II, 


Government defense planners are 
happy over the possibility that Ameri- 
can Pipe Line Co. will build a 500,- 
000-b/d products pipe line from Texas 
to the East Coast. 

But they have their fingers crossed, 
and won't uncross them until some 
ditches have been dug and some pipe 
put in place. 

The reason for their watchful wait- 
ing is this: In their studies and dis- 
cussions concerning the feasibility of 
such a line, they have again and again 
run into the cold economic argument 
that in peacetime there is little, if 
any, advantage to a pipe line linking 
two points which are readily accessible 
to tankers. 

Furthermore, they are acutely 
aware that there are tankers aplenty 
right now—more than enough to meet 
current needs. Oil companies with 
heavy investments in tankers aren’t 
apt to start shipping their products 
through a pipe line. 

To make matters a mite worse, 
domestic tankers are having rough 
going in competition with foreign 
tankers for trans-ocean hauls because 
of higher building and labor costs. So 
most U.S. tankers must seek coast- 
wise Cargoes. 

So while defense officials are wish- 
ing American luck in its efforts to 
build the huge line—it would be the 
largest ever built—they aren’t going 
to believe it until thev see it. 

As far as oil jobbers are concerned, 
the pipe line probably wouldn’t have 
much immediate impact. However, if 
it resulted in lower transportation 
rates because of the battle between 
tankers and the pipe line, jobbers 
might benefit. And it might mean a 
wider range of suppliers. 

And, in time of war or other em- 
ergency, a pipe line undoubtedly 
would be a safer source of supply than 
tankers. 


End Run on Asphalt 


For asphalt sellers all has not 
turned out to be as rosy as first 
indicated—when the fight over as- 
phalt-concrete airport runways came 
to a head several weeks ago. 

Following public hearings, a House 
Armed Service Subcommittee reported 
toward the end of May that the Air 
Force was not justified in giving con- 
crete sellers a price differential over 
asphalt, except for “critical” areas that 
are submitted to excessive wear and 
tear. And the Air Force indicated 
it would go along with that ruling. 

So it looked as though asphalt 


sellers got a break, that in making 
awards for “non-critical” paving the 
Air Force would have to choose 
strictly on a “first cost” basis. 

But last week the complexion of 
things changed. Now it seems the 
military will go along with the sub- 
committee recommendations on an 
“interim” basis only and has decided 
to have a long-range study made on 
the merits of both products for all 
runway uses and to set its procure- 
ment policy accordingly. 

From here it looks as though the 
cards are stacked against asphalt. Air 
Force officials definitely prefer con- 
crete (fewer maintenance problems) 
and are confident the “facts-and- 
figures” will bear them out. Conceding 
the lower initial cost of asphalt, they'll 


probably see that the study gives con- | 
siderable weight to the Air Force | 
contention that it doesn’t have the | 


manpower to maintain asphalt paving 
and maintenance charges of outside 


contractors eventually run up the | 


price of asphalt far above concrete. 


Even Better Now 


The Senate Finance Committee has | 
gone a step further than the House | 


in making the tax depreciation rules 
more attractive—and more practical. 


The House had approved authoriza- 


tion of the use of the declining-balance 
method of depreciating new plants 
or equipment—such as a _ jobber’s 
storage tanks. Under this method, 


write-offs would be larger during the | 
first years of the equipment than under | 


the current straight-line method and 
smaller in the latter half. Roughly, 
under the declining-balance system, 
two-thirds of the value is written off 
in the first half of depreciation period. 
Thus, for a $10,000 piece of equip- 
ment with a 20-year life, the amount 
depreciated in 10 years would be 
about $6,500. Under the straight-line 
method, where the depreciation is 
evenly distributed over the years, the 
depreciation during the first 10 years 
would be $50,000. 

Committee members noted, how- 
ever, that under the declining-balance 
method the equipment is not fully 
depreciated at the end of the deprecia- 
tion period, leaving up to 10% or 
15% that hasn’t been written off, 
whereas under straight-line, it’s all 
depreciated. 

To offset this, the Senate Commit- 
tee proposed that the residue be 
written off at the end of the deprecia- 
tion period. 
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EVER-TrITE 


ER-TITE serviceability 
prevents leaks and spills; re- 
duces loading and delivery 
time 


ie 2-TITE “the world’s best 
makes your 


hose connections fast and sure 


quick coupling 


[s 


R-TITE dependability 
means longer-lasting, trouble- 
free service. EVER-TITES never 
fail or jam 

eVER-VITE durability stands 
up under the toughest wear 
EVER-TITE quality is main- 
tained by rigid control of 


construction specifications and 
materials 


AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢€O. 





PETROLEUM INDUSTRY INDICATORS 


Fagg? + 


NPN PRICE AVERAGES* 
Refinery /Terminal 


(¢ per gal.) 
June May June 
25 28 29 
1954 1954 1953 
Gasoline 11.67 11.74 12.44 
Kerosine 10.26 10.35 10.45 
Distillate 8.86 8.95 9.06 
Residual 3.78 3.81 3.79 
4 principal 
products 8.81 8.87 9.24 
Lube oil 16.67 16.77 17.59 
Crude at 
well ($ 
per bbl.) 2.81 2.81 2.83 
* Weighted average price, prin- 
cipal markets. 








Week Ended 
June 18, 1954 


Week Ended 
May 21, 1954 


Week Ended 
June 19, 1953 


Wn) WeeKLy PETROLEUM STATISTICS (Arp 


Primary Stocks 


Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 
Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 
Refinery Output 
Gasoline (thous. bbl.) 
Kerosine (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Residual fuel oil (thous. bbl.) 
Crude Supply 
U.S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 
Day later 


Oi) MONTHLY MARKET TRENDS 


Petroleum products in secondary storage (thous. bbl.) 
Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Gasoline consumption (million gal.) 

Service station building permits (number) 

Passenger cars—domestic shipments (thous.) 
Trucks and buses—domestic shipments (thous.) 
Automotive replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 


Excludes Oklahoma 


169,186 
80,154 
25,942 
49,020 

277,673 


6,893 
617 
85.1 


23,587 
2,186 
9,292 
8,070 


6,396 
655 


Latest Month 


42,055 (Apr.) 
11,509 (Apr.) 
21.81 (June) 
4,056 (Mar.) 
531 (Mar.) 
479 (May) 
74 (May) 
4,935 (Apr.) 
1,150 (Apr.) 
47 (Mar.) 


174,552 
68,329 


275,909 


6,969 
677 
86.0 


23,353 
2,030 
9,153 
8,261 


6,334 
732 


Previous Month 


42,104 
9,677 
21.37 
3,527 

370 
515 
80 
4,350 
1,194 
43 


148,144 
82,255 
26,067 
43,937 

278,543 


7,063 
632 
92.3 


23,143 
2,226 


9,947 
8,701 


6,381 
700 


Year Ago 
43,182 
15,159 

20.64 
3,775 
375 
532 
115 
5,001 
1,245 
67 
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SUPPLY AND DEMAND 


Demand Sag Seen—A drop of 
about 1% in total oil demand be- 
low last year is seen as a probability 
by the Bureau of Mines for the 
second quarter. It was forecast 
that the total demand would in- 
clude a decline of about 19% in 
exports and a small gain in domestic 
demand. The Bureau predicted the 
domestic crude oil demand in July 
would be 6,510,000 b/d, as com- 
pared with the 6,450,000-b/d fore- 
cast for June. Estimates also saw 
the total gasoline demand for July 
as 116.5 million bbl., a gasoline 
yield of 44% and total crude runs 
of 7,060,000 b/d. Actual imports 
of crude oil averaged 653,000 b/d 
in March and 574,000 b/d in April. 
Estimates are that the average will 
be 700,000 b/d in May, 650,000 
b/d in June and 660,000 b/d in 
July. 





Gasoline Production Up—About 
650,000 bbl. was the increase 
marked in gasoline production by 
U.S. refiners in week ended June 
18, as compared with the previous 
week. At the same time, crude runs 
to stills rose 73,000 b/d, reports 
the API. And primary inventories 
of finished and unfinished gasoline 
declined more than two million 
bbl. As of week ended June 18, 
gasoline stocks figured at 169,- 
186,000 bbl. The only gain in 
refinery output of principal prod- 
ucts was shown in kerosine. Kero- 
sine, distillate fuel and residual fuel 
stocks rose seasonally. 


Cut Power Consumption, 
Use Less Expensive Lamps, Get More 
Flexibility Over Comparable PAR Lighting Systems 


A typical field test comparing a Crouse-Hinds Floodlighting 
system vs. a comparable PAR system disclosed that... 


@ the Crouse-Hinds system consumed 800 
fewer watts to obtain the same lighting level. 


@ lamp cost was 3 that of comparable PAR 
system. 


Louisiana Flow Cut—Following the 
example of Texas, the Louisiana 
Conservation Commission reduced 
the state’s crude oil allowable 
50,694 b/d from June. It has been 


@ overall lighting cost, including fixed charges, 
maintenance and power, was $29.00 a year less. 


In addition, the Crouse-Hinds system proved more flexible. 


set at 639,918 b/d for July. Com- 
missioner John B. Hussey had pre- 
dicted such a reduction as a result 
of purchasers’ nominations. North 
Louisiana gets 110,283 b/d of the 
total and South Louisiana 529,365 
b/d. 


Gasoline Use Reported — In an 


API report of gasoline consump- 
tion for April for 33 states and the 
District of Columbia, comparative 
figures of the same month last year 
showed Texas with a —23.7% of 
change, North Carolina 0.9%, 
and District of Columbia —0.7%. 
On the plus side, the greatest 
change was seen in Louisiana with 
18.4%, New Hampshire 11.0%, 
North Dakota 12.6%. 





Instead of two, it provides five beam spreads: 11° to 125° hori- 
zontal, 10.5° to 52° vertical. Further, the pole mounting arm 
bracket mounts up to seven floodlights, thus simplifying installa- 
tion, and provides a removable terminal block for easy attachment 
of the incoming service leads. 
Crouse-Hinds Lighting Engineers are available for con- 
sultation on your service station lighting problems. 
Contact the office or representative nearest you —or 
write today for free bulletins *386-F and +389-F. 


CROUSE-HINDS COMPANY 
Syracuse 1, N. Y. 


OFFICES: Amar Birmingham Boston Buffalo — Chicago — Cincinnat Cleveland Dallas De 
— Detroit Houstor Indianapol: Kansas City Los Angeles Memphis Milwaukee New Orlea 
New York Philadelphia — Pittsburgh Portland, Ore San Francisco — Seattle — St. Louis — St. Paul I 
Washington. RESIDENT REPRESENTATIVES: Albany Atlanta Baltimore — Charlotte — Chattanooga 
Corpus Christi — Reading, Pa Richmond, V a.— Shreveport — Crouse-Hinds Company of Canada, Led. , Toronto, Or 


AIRPORT LIGHTING © FLOODLIGHTS © CONDULETS © TRAFFIC SIGNALS 
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Service station valves and fittings cost so little, compara- 
tively, that it is just good business to insist on the best. 
Backed by nearly a century of manufacturing integrity, 
every item of McDonald Service Station Equipment is a 
combination of sound engineering and sturdy manufac- 
ture, made to deliver a generous bonus of dependable 
performance. That’s why so many of the country’s fore- 
most service station designers specify McDonald. That’s 
why it will pay you to modernize with McDonald service 
station equipment. The products shown here are repre- 
sentative items from a complete line. Write for catalog. 


A. Y. MEDONALD MFG. CO. 


“The Home of the Swing Joint’ 
DUBUQUE, IOWA 


There’s a McDonald Branch or Distributor Near You 
220 


This assembly (Plate 220) 
ends the problem of uninter- 
rupted angle check valve per- 
formance. The design of the 
double poppet yalve (Plate 
215) guarantees o moximum 
of trouble-free service. The 
Angle Check Valve Extractor 
permits jiffy-quick removal of the cage 
assembly for inspection or service. Sim- 


ple, sure, fool-proof. Size 112". 215-N 


Plate 215-N Double Poppet Angle 
Check Valve has removable cage 
assembly similar to plate 215, used 
in our Plate 220 Extractor Fitting. 
The male threads at the bottom 
are tapped 344". 


Plate 851 Angle Check Vaive with 
Removable Cage Assembly is one 
of a complete line of check valves 833 
offered by McDonald. Available 
also with composition disc, imper- Note, as you examine this improved 
vious to gasoline and oil. (Plate water-tite lock fill cap (Plate 833) 
852). 1%” the special recess that holds and 
“THE HOME OF THE SWING JOINT” protects the gasket. Eliminates dam- 
age to gasket seat during filling 
operations, with consequent flecks. 
All bronze. 2”, 214", 3”. 


M£ DONALD 


NATIONAL PETROLEUM NEWS *« June 30, 1954 








SERVICE STATION OPERATION 


X marks the spot for 
dependable McDONALD 
Service Station Equip- 
ment. 


MSDONALL 
HARGIS ie | 
Radiator service builds 
good will. The McDon- 
ald Radiotor Fill Fou- 
cet (Plate 950) assures fast, depend- 


able radiator service. 
The McDonald Super Nozzle (Plate 


980)—the ultimate in smooth ef- 
ficiency. Fits all makes of meter 
pumps; listed os standard by Underwriters 


Laboratories. 34° and 1”. 


913 


The McDonald line includes 

foot valves to meet every 

condition and preference. : Plate 969 McDonald Settle 
The one illustrated is the Proof Fill Box eliminates the McDonald offers service sto- 
Plate 913 All-Bronze Dou- strain on underground connec- tion vents to meet all con- 
ble Poppet Foot Valve tions which may be caused by ditions. The Plate 822 Mush- 
available in 1%”, 1%", settling of tank. 2”, 24", 3” 
2” and 3” sizes. 3%", 4. One of a complete 


room Open Type is recom- 
mended where clearance is 
line. 822 restricted. 34”, 1”, 1%” 


SERVICE STATION EQUIPMENT 
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ABOVE: Washable whipcord of “Orlon” 


and wool made by Day's Tailor-d Clothing Inc.. Tacoma, Washington 


Look fresh and neat all day long 
in uniforms made with ORLON 


“This new kind of uniform holds a crease 
and keeps its ‘just-pressed’ look longer” 
—say station attendants wearing uni- 
forms made with “‘Orlon”’, 


And many go on to report that these 
uniforms are easy to care for... cut up- 
keep costs to a minimum. For most regu- 
lar-weight uniforms made with “Orlon” 
acrylic fiber are washable, need little or 
no ironing. And many spots come off 
with soap and water . . . grease stains 
with an ordinary spot remover. 


14 


So take a tip from men who have worn 
uniforms made with “‘“Orlon”, Remem- 
ber that these uniforms are easy to keep 
clean and require far fewer pressings. And 
because they’re not damaged by battery 
acid and rough treatment, they'll last a 
long time... save you money, 


For more information, check your 
uniform distributor or write for free 
folder ‘* Uniforms made with Orlon”’. E. 1. 
du Pont de Nemours & Co. (Inc.), Room 
2522, Nemours Bldg., Wilmington, Del. 


NATIONAL PETROLEUM NEWS * June 30, 


“Orlon” is Du Pont's trade-mork for its acrylic fiber 


Orlon’ 


ACRYLIC FIBER 


“£6. u. 5. pat. ort 


Better Things for Better Living . . 


1954 
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NATURAL GAS MARKET 
aimed at by 
Pacific Northwest 
Pipe Line Corp. 
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Gas Invades Northwest Fuel Oil Market 


The first open threat to Pacific Northwest fuel oil distribution was 
hurled last week by Henry Gellert, president of the Seattle Gas Co. 
(Seattle, Wash.), who predicted that natural gas would undersell 
fuel oil within three years after it is piped into that region—some 


time after 1958. 

Gellert stated that the Pacific 
Northwest Pipe Line Corp. will 
start delivering gas to the Pacific 
Northwest between October and 
December next year. His remarks 
followed a Federal Power Com- 
mission decision to authorize 
Pacific Northwest Pipe Line to 
build a 1,466-mile natural gas 
line from San Juan Basin in New 
Mexico and Colorado to Belling- 
ham, Wash. 

The Pacific Northwest is the 
only region not served by natural 
gas. 

Officials of the pipe line corpora- 
tion were not quite so optimistic 
about the date. Financing of the $160 
million pipe line is expected to re- 
quire 60 to 90 days, said William F. 


Devin, counsel for the pipe line com- 
pany. Engineering and construction 
will start as soon afterward as 
possible. 

Westcoast Transmission Co., which 
was denied a request to pipe in Cana- 
dian gas, is preparing to appeal the 
FPC decision. 

The successful applicant expects 
sales of 279 million cf/d by the end 
of the first year and forecasts 363 
million cf/d in the third year. 

Cost Edge for Gas—Gellert, who 
for the past seven years has been a 
leader in the move to obtain natural 
gas from a domestic source rather 
than from Canada, served notice that 
the threat to heating oil distributors 
is closer than they think. He de- 
clared that by the end of the third 
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year after natural gas has reached the 
region, the average homeowner will 
find it cheaper to use gas in his home 
for heating, cooking, water heating 
and refrigeration than the present 
popular combination of electricity for 
cooking, water heating and refrigera- 
tion, and oil for heating. 

Gas also will be cheaper than oil 
for most industrial processes, Gellert 
said, particularly if taken on an inter- 
ruptible basis. Large industries could 
benefit, he stated, by using propane 
during the three winter months and 
natural gas the rest of the year. 

Gas distributors predict that present 
price levels, based on manufactured 
gas now being used in the area, will 
be cut in half within two or three 
years after the new fuel becomes 
available. 

Gas Expects Fight—The gas com- 
panies know what to expect when 
they move into the area. As a repre- 
sentative of Northwest Pacific Pipe- 
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THE INDUSTRY 





line expressed it, “We don’t expect 
the oil companies to sit around and 
let us grab off their prize customers.” 

He went on to predict that the pipe 
line will not displace “any great 
amount” of fuel oil use. 

He pointed out that because of 
long transportation involved, the price 
of natural gas would be very little, 
if any, lower than fuel oil, giving 
gas companies no big price advan- 
tage. 

Principal gas sales, he said, prob- 
ably will be to present users of manu- 
factured gas and to new industrial 
and other users attracted to that re- 
gion by an adequate natural gas 
supply. 

Oil Counterattack—Meanwhile, the 
powerful Oil Heat Institute of Wash- 
ington steeled itself for the long- 
awaited struggle with natural gas for 
the rich market. 

The 1954-55 sales promotion and 
publication relations program budget 
has been doubled—from $68,267 for 
the current campaign to $135,000 for 
the proposed drive. 

The campaign theme will be tied to 
this slogan: “Always be Comfortable 
—with Clean Oil Heat.” 


These five objectives have been 
adopted: 

e Increase preference for and use 
of oil heat. 

e Build recognition for participants 
in the program. 

e Build good will for the industry. 

e Improve standards of service to 
users. 

e Build a stronger industry organi- 
zation. 

The gas men have been outspoken 
in warning fuel oil distributors that 
they are in for a bad time. Not long 
ago, James Bell, Portland Gas and 
Coke Co., taunted the heating oil 
jobbers with the flat prediction that 
his company would increase its busi- 
ness five-fold in the first five years 
and probably would accomplish that 
gain in three years at the expense of 
the oil heating industry. 

California Reaction — A rumbling 
of discontent came from California 
gas interests. F. M. Banks, president 
of Southern California Gas Co. (which 
asked that San Juan Basin natural gas 
be reserved for the burgeoning Cali- 
fornia market) said of the FPC 
decision: 

“On the basis of proven reserves 


A Guatemalan Farmer Goes to War 


Shouldering a drum of gasoline instead of a musket, this Guatemalan farmer 
does his bit in the Guatemala civil war. The fuel will help run a truck for the 
rebel invaders, with whom he joined to fight Guatemala’s leftist government. 
The gasoline was flown into Esquipulas, headquarters of the rebels, by the 
airplane in the background. Major American oil marketers in Guatemala are: 
Esso Standard Oil Co. (S.A.), Shell Oil Co., The Texas Co. and Standard Oil 
Co. of Calif. According to an unconfirmed report at presstime a fire was raging 
uncontrolled at a Shell installation and an Esso location was fighting a fire due 


to revolutionary action. 
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in the San Juan Basin area at the 
time Pacific Northwest Pipeline Corp. 
applied for certification, we believed 
there was insufficient showing to jus- 
tify grating a certificate to the Pacific 
Northwest project. For that reason 
we opposed the project.” 

But he put this reservation on his 
company’s opposition: “If granting the 
certificate would encourage more in- 
tensive exploration in the Rocky 
Mountain area and result in new dis- 
coveries of gas in sufficient quantities 
for the whole region, we feel it would 
be a commendable development.” 

Shortly after Banks made his state- 
ment, his company reported that an 
increase of 200 million cf/d in the 
supply of natural gas flowing into 
California will result from a new offer 
by El Paso Natural Gas Co. The in- 
crease will take place in two equal 
steps by November, 1956 and No- 
vember, 1957. 

DeWitt Nelson, state director of 
natural resources for California, says 
the effect on California is not ex- 
pected to be a problem. 

According to Nelson’s information, 
gas proposed for delivery to the 
Pacific Northwest is a surplus in the 
San Juan Basin. While California is 
a heavy importer of gas from that 
area, Nelson says, there still will be 
more gas available for the Golden 
State by the time it is needed. 

Spur to Denver—As a by-product 
of the main line to the Northwest, 
construction will start “sometime 
early next summer” on the 365-mile 
spur line to Denver, to connect with 
the Pacific Northwest line. 

Colorado Interstate Gas Co., pres- 
ent supplier of Denver and other ma- 
jor Colorado cities, was given authori- 
zation for its spur line from Rock 
Springs, Wyo., to Denver at the same 
time that FPC issued the Pacific 
Northwest line’s certificate. 

The Colorado Interstate line also is 
expected to be finished in time for the 
1955-56 winter heating season. W. E. 
Mueller, Interstate president, esti- 
mated the 22-inch line will cost $23 
million. Interstate also will build a 
4,400 hp compressor station at the 
Rock Springs junction with the main 
line. 

Initially, the Rock Springs-Denver 
line will be capable of transmitting 
118 million cf/d. It will be constructed 
so three additional compressor sta- 
tions will boost the line’s capacity to 
214 million cf/d. 

Boon to Gas Exploration—Mueller 
said FPC authorization of Pacific 
Northwest and Interstate lines “will 
do much to encourage exploration for 
and development of natural gas.” 


NATIONAL PETROLEUM NEWS « June 30, 1954 





= al PS Ee wr 
EXPERIMENTAL TRACTOR ENGINE with a 12 to 1 
compression ratio is said to be the most efficient gasoline 
engine ever built. At the annual meeting of the American 
Society of Agricultural Engineers, the XO-121 research engine 
was described by The Oliver Corp., manufacturer of the tractor, 
as requiring a gasoline equivalent to about 107 octane number 
(Research). With overhead valves and four cylinders, the engine 
is mounted on a current Oliver “88” tractor chassis. It was 


Proposed Tax Revisions 


Have Effect on Oil 


The Senate is considering proposed 
tax legislation changes concerning 
depreciation, capital expenditures and 
other points that are important to oil 
men. 

Recommended changes are incor- 
porated in the Senate Finance Com- 
mittee’s version of the important tax 
revision bill (H.R. 8300) passed by 
the House. If approved by the Senate, 
the bill will be submitted to a joint 
conference to work out differences 
between the House and Senate. 

Highlights of the report for oil 
men are: 

—Several proposed changes are 
aimed at making tax write-off rules 
even more flexible. 

The House had approved use of 
the extended declining-balance meth- 
od which would, in effect, permit 
writing off two-thirds of the cost of 
new equipment during half its life. 

The Senate committee approved, 
but noted that under this mathemat- 
ical formula, as much as 10% to 
13% never is depreciated. Therefore, 
the committee provides that this 
“residue” be depreciated at the end 
of the equipment’s life. 

—The Senate committee made 
clear that provisions of the bill do 
not affect treatment now allowed by 
regulations relating to deduction or 
capitalization of intangible drilling 
and development costs for life. 

—Continuation of the 27.5% de- 
pletion allowance for oil and 23% for 
sulfur was recommended. 

—The committee agreed with the 
House to eliminate the “immediacy” 


test wherein a company is required 
to show that its profits are being ac- 
cumulated for an “immediate” project. 

The proposed ammendment would 
permit accumulations for “reasonably 
anticipated” needs of business. 

The committee also approved a 
minimum accumulation of $60,000 
by small business free of the penalty 
tax, instead of the $30,000 the House 
had approved. Earnings in excess of 
$60,000 may be accumulated where it 
is shown as a “reasonable need.” 

—The committee declined to ap- 
prove “at this time,” the House pro- 
posal that the 14-point rate reduction 
for foreign income now permitted for 
Western Hemisphere operations be ex- 
tended to apply to certain other 
foreign countries. 





New Promotion Manager 


Nathaniel F. Cullinan, formerly 
on the promotion and research 
staff of Electronics and Nucleonics, 
both McGraw-Hill publications, has 
rejoined the company as promotion 
manager of NATIONAL PETROLEUM 
NEws 

He replaces Kenneth W. Mc- 
Kinley, who held the position for 
both NPN and Petroleum Process- 
ing, and now is advertising sales 
manager of the latter. 

Cullinan first joined McGraw- 
Hill in November, 1945, and left 
last December to join the New 
York advertising staff of Lifetime 
Living. He attended Harvard Col- 
lege and served 442 years with the 
Coast Guard in World War II. 
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developed for use only as a research tool and, the company says, 
will never be put into production. The XO-121 is reported to 
have proved three basic facts: (1) the principle of high compres- 
sion as a means of gaining power and economy in farm tractor 
engines is practical and sound; (2) the level of improvements 
gained are so attractive as to warrant further studies; (3) there 
are no operational problems limiting the use of compression 
ratios up to 12 to 1. 


Survey Reports Increase 
In Oil Profits, Spending 


Thirty-five representative American 
oil companies, most of them majors, 
earned $2,258 million net in 1953, a 
rise of 8.8%. They spent $3,378 on 
capital expansion, an increase of 
5.6%. The figures are from the an- 
nual survey by Frederick G. Co- 
queron, petroleum analyst, Chase 
National Bank, New York. 

Capital expenditures of $3,378 mil- 
lion for the 35 companies compares 
with $4,600 million spent for the 
same purpose by the whole U.S. oil 
industry. The group also produced 
64% and processed 85% of the total 
U.S. crude supply. 





INDUSTRY BRIEFS. 


Southern California Air Pollution 
Foundation will undertake a $50,000 
air tracer survey to find out whether 
calculated wind paths are a dependable 
indication of where smog goes in the 
Los Angeles Basin. If they are, says 
the foundation, “we can rely on pre- 
vious studies to obtain answers about 
the sources of irritants reaching par- 
ticular places.” 


Recent discoveries of natural gas 
100 miles north of the present oil and 
gas field at Peace River, B.C., Canada, 
are expected to bring new petrochemi- 


cal industries to the area. Atty. Gen. 
Robert Bonner said the only feasible 
means of transporting products would 
be by railway tank car, and extension 
of the Pacific Great Eastern Railway 
to link Peace River with North Van- 
couver would be justified. 


Flood waters of the Des Moines 
and Racoon Rivers last week did vir- 
tually no damage to oil property in 
Des Moines, Iowa. But closing of the 
Great Lakes Pipe Line terminal tem- 
porarily halted product shipments to 
points along the east leg of the pipe 





STRAIGHT-IN 
SUCTION 


CENTRIFUGAL PUMPS 


THAT PRIME ! 


For Handling Petroleum or Industrial Liquids 


Gorman-Rupp Pumps are designed with ad- 
vanced engineering know-how applied to meet 
the practical everyday needs of the pump user. 
Verticals for small spaces, gear driven for 
power take-off, pedestal mounts for customer's 
power — or complete units, engine or motor 
driven. Every Gorman-Rupp pump is fully 
guaranteed. 

The Straight-in Suction and no Check Valve 
means: Safety — Dependability — Economy — 
Better Performance. 


Request Bulletin “CENTRIFUGAL PUMPS THAT PRIME” 


THE GORMAN-RUPP 
COMPANY 


MANSFIELD, OHIO 
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line north to Fargo and east to the 
Chicago vicinity. 


Completion of a $10 million expan- 
sion plan at Shell Oil Co. of Canada’s 
Shellburn refinery at North Burnaby, 
B.C., will assure British Columbia 
motorists of more Shell premium gaso- 
line with TCP. The refinery’s crude oil 
capacity has been increased from 
9,000 b/d to 15,000 b/d. 


The new 295-mile Wolverine Pipe 
Line System is in operation, carrying 
an intial capacity of 95,000 b/d from 
Hammond, Ind., to Detroit and To- 
ledo. Capacity can be boosted to 175,- 
000 b/d by the addition of pumping 
stations. Six brands of motor gasoline, 
kerosine and distillate fuel oil are the 
main products carried. Wolverine is 
owned by Cities Service, Shell and The 
Texas Co. 


The military will make a more com- 
prehensive study of the competing use 
of asphalt and concrete for airport 
runways, with procurement policy to 
be formulated in six to nine months. 
This means that an earlier Air Force 
decision to go along with recommen- 
dations of a House Armed Services 
subcommittee will be only an interim 
arrangement. 


L. M. Birrell, chairman of Doeskin 
Products, Inc., manufacturer of paper 
products, has purchased a controlling 
interest in Swan-Finch Oil Corp. of 
New York City. Swan-Finch makes 


lubricating oils and greases, princi- 


pally cutting and machine oils. Birrell 
said the purchase was made after a 
survey showed that Swan-Finch has 
substantial growth possibilities. 


The Greek government has rejected 
offers by Socony-Vacuum Oil Co. and 
a Greek-American group headed by 
Spyros Skouras for building an oil 
refinery in Greece. The government 
has decided to build the refinery itself. 


Columbia Rivers Chemicals, Inc., 
a new firm, will build a $12 million 
chemical and fertilizer plant near 
Pasco, Wash. The plant will use 
barged-in bunker C fuel to produce 
160 tons daily of anhydrous ammonia, 
110 tons daily of urea and 140 tons 
daily of ammonium sulfate. The plant 
is designed to use natural gas when it 
becomes available in Washington. 


Flour Corp.’s Canadian subsidiary 
has the contract for expansion of the 
Wainwright Producers and Refiners, 
Ltd., refinery at Wainwright, Alberta. 
New crude distillation unit, vis- 
breaker and blending plant will up 
capacity from 800 b/d to 3,800 b/d. 
NEWS * 
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FUEL OIL 


Figures show number of degree days below (warmer than) normal 


1953-1954 HEATING SEASON 


(Sept. 1-May 31) 














Winter ‘Warm’ in Oil Heat Markets 


Degree day totals for the 1953-54 
winter heating season fell below 
normal in all 19 reporting cities, ac- 
cording to the U.S. Weather Bureau. 
Also, most points reported figures 
lower than the 1952-53 season. 

Coldest of the cities reporting was 
Minneapolis, which posted 7,193 de- 
gree days, Toronto was next with 
6,336. Warmest point on the 19-city 
list was Charleston, with 1,591 degree 
days. 

Only four cities—Toronto, Seattle, 
Birmingham and Nashville—recorded 
more degree days during the 1953-54 
heating season than during the previ- 
ous year. 

Degree days during the heating 
season (Sept. 1-May 31) are com- 
puted on a 65 degree Fahrenheit basis. 
If the average of the high and low 
temperatures on a given day is less 
than 65 degrees, the difference be- 
tween that total and 65 is the number 
of degree days for that day. If the 
high-low average is above 65, there 
are no degree days. 
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East Coast 
Boston 
New York (a) 
Philadelphia (a) 
Washington 
Average 
Great Lakes 
Buffalo 
Chicago 
Cleveland 
Detroit 
Toronto (a) 
Average 
Midwest 
Denver 
Minneapolis 
Omaha 
St. Louis (a) 
Average 
West Coast 
San Francisco (a) 
Seattle (a) 
Average 
Southeast 
Birmingham 
Charleston (a) 
Nashville 
Raleigh (a) 
Average 


(a) Readings at city offices. Readings in other cities taken at airport offices. 


SEASON SEPT. 1 — MAY 31 


1953-1954 
5124 
4422(b) 
4041 
3866 
4364 


6043 
5365 
5313 
5749 
6336 
5761 


$032 
7193 
5412 
3920 
5389 


2360 
4152 
3256 


2638 
1591 
3436 
2218# 
2470 


(b) Includes weather bureau correction. 
# Figures computed from Raleigh Durham airport degree day data. 


1952-1953 
5179 
4446 
4077 
3945 
4411 


6092 
5794 
5435 
5833 
6214 
$873 


5740 
7738 
5842 
4193 
5878 


2621 
3917 
3269 


2609 
1612 
3432 
3169 
2707 











LP GAS 


ANHYDROUS 
AMMONIA 


TANKS 


18,000 and 30,000 
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Wire or write for information 
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Division of The Ingalls Iron Works Company 


PRESSURE WASHER © 


$995 


The easy, effective way to wash 
cars and clean motors and parts. 


® blasts stubborn dirt 
® no back splash 
No boots or apron needed with 
HYDRO-AIR 
Connects to regular air and 
- hot or cold water outlets. 
>’ Composition rubber sleeve is 
" available to protect user's 
- hand when hot water is used. 
> ORDER YOUR HYDRO-AIR WASH- 
> ER TODAY FROM YOUR JOBBER. 
» If he cannot supply you, we will 
ship direct, postpaid. 
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D & M PRODUCTS, INC. 


FUEL OIL 


OHI Shirt Sleeve Talks Click 


Suggestions for modifying the 
round table discussions at next 
year’s Oil Heat Institute con- 
vention just received from par- 
ticipants in the recent Philadel- 
phia meeting are being studied. 

J. Hollis Albert, chairman of the 
convention committee, disclosed the 
contents of letters commenting on the 
“shirt sleeves sessions” which have 
become established as a popular fix- 
ture of the annual OHI program. 
Albert asked that the writers not be 
identified because they had not written 
the letters for publication. 

One participant from Milwaukee 
wrote: “We think that the problem we 
were all confronted with as discussion 
leaders was that the noise level result- 
ing from twenty-some tables all going 
on at the same time and in the same 
room was rather high, and at many 
times, it was difficult to hear what was 
being said at any given table. Our own 
experience in holding discussions of 
this kind with our dealers and dis- 
tributors has shown that more can be 
accomplished by keeping them on a 
more formal basis with speakers ac- 
tually dealing with prepared subjects 
and then throwing the discussions 
open to questions from the floor. In 
this manner, subjects can be kept on 
the track a lot better and we can 
prevent the usual confusion and wan- 
dering all over the board.” 

Divided Sessions — Another Mil- 
waukee participant wrote, “The ad- 
vertising forum should be divided into 
two groups: Chapter secretaries and 
their agency men in one group and 
independent retail advertisers into an- 
other group. The agency and chapter 
men should be provided for the forum, 
if possible. An outline of subjects to 
be discussed at each of these two 
group meetings would be helpful to 
those signing up for the discussions.” 

A manufacturer from Milwaukee 
wrote, “The speaker could present his 
views in very short order and the per- 
son giving an opinion on it could do 
likewise. The subject could then be 
thrown open to discussion from the 
floor.” 

Praise for Meeting—One member 
wrote: “There seemed to be a con- 
siderable amount of interest in the 
various topics that were taken up, 
and I think this was evidenced by the 
fact that the original group with one 
exception, stayed throughout the en- 
tire two hours. No definite conclu- 
sions were reached on the many items 
that were discussed. However, the 


interchange of ideas I think did all 
of the people attending a lot of good, 
and I know for a fact that we got one 
or two good things out of them.” 


Said the manager of an oil burner 
service department, “There were 17 
men seated at my table, and I can 
honestly say I have never spent a more 
interesting 2 and a half hours.” 

“It was a very gratifying experience 
to listen to 18 dealers from all over 
the U. S.,” wrote a Philadelphia dis- 
tributor. 


“The round table meetings I believe 
should be enlarged upon,” commented 
a Philadelphia burner company sales 
manager. 

Another wrote: “My personal reac- 
tion to the round table discussions was 
that there was a genuine interest on 
the part of all to try to solve their 
problems. I believe that the innova- 
tion of the discussions is one of the 
best things that has happened in the 
last few years. Everyone at my table 
liked it and took an active part.” 

Still another said: “I can honestly 
say I have never spent a more inter- 
esting 242 hours. The men at the table 
were very interested, and the discus- 
sions did not, at any time, bog down.” 

On the basis of the comments he 
has received and the experience 
learned at the sessions, Hollis Albert 
feels that the round table discussion 
will be a necessary part of the agenda 
of the next convention. He believes 
it’s a big step in the direction of help- 
ing the fuel oil dealer solve his own 
problems. 


Buffalo Jobber Gets 
Heating Oil Accounts 


Atlantic Refining Co. is leaving the 
retail heating oil business in Buffalo, 
N. Y., and vicinity and will tur 
over the distribution of its products 
to Hedstrom-Spaulding, Inc., at the 
beginning of the coming heating sea- 
son. Atlantic has been in the Buffalo 
retail market 25 years. 

Hedstrom - Spaulding, 95 - year - old 
coal dealership, has made a “con- 
siderable investment in new equip- 
ment” to handle Atlantic’s distribution, 
said Treasurer Allen Spaulding. 

Storage facilities for heating oil 
will be installed in several of the 
company’s coal yards. Bids are being 
received for the facilities, Spaulding 
said, and the number of installations 
will be fixed later. 
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How Oil Men Improve Fuels and Lubes 


Motor oils are acquiring a “new look”. Together with improved 
gasolines, they are opening the door to the solution to abnormal igni- 


tion-knock in modern engines. 


Motor oil’s “new look” means it is an all-weather product that 


gives greater fuel economy, sup- 
presses engine knock and keeps 
engine wear at a minimum. 

While oil marketers are mer- 
chandising the new fuel and lube 
developments in stiff competi- 
tion, oil and automotive re- 
searchers work back stage on 
projects that promise product 
improvements yet to come. 

It’s all the result of an intense effort 
to provide the quality of product 
needed to power today’s high com- 
pression engines and prepare for the 
more powerful engines of tomorrow. 

New detection instruments and en- 
gine study methods, described at the 
Atlantic City Society of Automotive 
Engineers summer meeting (June 
7-11), reflect six months of progress 
since the gasoline additives battle ex- 
ploded publicly last January at the 
Detroit SAE meeting. 

Then there were two definite camps. 
One said gasoline additives were the 
answer to abnormal ignition in mod- 
ern cars. The other said higher quality 
fuels through refining provided the 
solution. Each camp had road tests 
and laboratory data to support its 
claims. 

The differences of opinion resulted 
from a lack of standardized test proce- 
dures to determine the effects of vari- 
ous gasolines and lube oils on com- 
bustion chamber deposits. 





Now, six months later, oil industry 
researchers are “flying by instrument” 
and coming up with tangible results 
that will eliminate some of the vari- 
ables. 

The picture that was painted for 
oil and automotive engineers at At- 
lantic City will have an important 
bearing on what lies ahead for the 
marketer tomorrow. 

Effect of Aromatics—Ethyl Corp. 
reports test work indicates that re- 
finery trends toward increased amounts 
of aromatics in gasoline tend to in- 
crease deposit ignition. This means a 
greater need for better oils and special 
fuel additives to reduce deposit igni- 
tion. 

Marketing of multi-graded, volatile- 
type motor oils—such as SW-20 and 
10W-30—have been accelerated by 
findings that deposit ignition and 
octane requirement are reduced as the 
volatility of lubricating oil is in- 
creased. Tests show that some of these 
oils can reduce deposit-ignition rate 
about 80% and increase octane re- 
quirement approximately 20%. 

Using a newly developed multi- 
cylinder deposit-ignition counter, 
Ethyl Corp. concludes that the use of 
more highly aromatic gasolines to get 
higher antiknock quality leads to 
formation of combustion chamber de- 
posits that have greater deposit-igni- 


Heavy Knock 


Normal Combustion 


<< 


Norma! Combusttor 


(Tae 


OSCILLOSCOPE system for engine test- 
ing used by Shell gives information on 
performance of various cylinders 


tion tendencies. The trend toward this 
type of fuel places further emphasis 
on the need for better lube oils. 

Use of commercial phosphorus 
fuel additives and new volatile multi- 
graded lubricating oils will reduce de- 
posit ignition. 

General Motors research reports 
two kinds of abnormal combustion. 
One can be reduced or eliminated by 
fuel octane number or removal of 
combustion chamber deposits. The 
other, which is scattered or isolated, is 
not affected by fuel octane but can be 
eliminated by removing deposits. 

Machine Analysis—Shell Develop- 
ment Co, in its research has employed 
a multicylinder knock analyzer, a re- 
cording translator, a dual channel 
magnetic tape recorder and a special 
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camera in its study of engine combus- 
tion problems. This represents one of 
the steps forward in the over-all study 
of future fuel and lube needs of auto- 
motive engines. 

This system enables researchers to 
photograph any desired section of an 
engine research project to study in de- 
tail engine performance and to inter- 
pret various malfunctions observed. 

Socony Tests—An engine analyzer 
has been developed by Socony-Vacu- 
um and eliminates many engine test 





variables. With this instrument it is 
possible to examine quickly a large 
number of cars for the extent of spark 
plug misfiring at high speed operation 
as well as to determine the effect of 
better fuels to correct this condition. 
The unit also recognizes the presence 
and extent of preignition and has 
aided in development of improved 
fuels to minimize uncontrolled igni- 
tion. 

The Socony-Vacuum development 
created considerable interest among 
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One or more of the pump treatments listed 
above will renew your old, beaten-up pumps 
for another complete term of profitable serv- 
ice. Mail coupon or postal card for details. 


Par-Tee rebuilt pumps carry 
year guarantees and have the 
service and sales appeal of 
new pumps. 
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fleet operators attending the SAE ses- 
sion. Because it is portable and can 
be used without removing spark plugs 
or any engine disassembly, fleet op- 
erators look upon this unit as an an- 














CYLINDER NO. 








ABNORMAL COMBUSTION INDICATED 
IN CYLINDERS 2 AND 7 


ENGINE analyzer of Socony-Vacuum 
give pattern like this when used in 
General Motors test. It shows abnormal 
combustion in cylinders 2 and 7 


swer to some of their engine testing 
problems. 

Ignition Trouble—Standard Oil De- 
velopment Co., Esso Laboratories, 
reported that tests indicate abnormal 
ignition can either reduce or increase 
power output of an engine. With 
spark plug timing at peak power rat- 
ing, abnormal ignition may cut power, 
while at retarded timing, the same 
condition can boost engine power. 

Du Pont’s tests indicate that in en- 
gines with deposits, fuels approximat- 
ing engine requirements will develop 
knock due to ignition caused by hot 
deposits. 

Carbon Removel—To round out the 
fuels picture, California Research 
Corp. reported an effective method for 
removing combustion chamber de- 
posits. California Research says the 
treatment reduces octane requirements 
and restores power lost due to deposit 
formation. 

Known as PDQ Carbon Remover, 
it is a special fuel that removes de 
posits as it burns. It comes in a dis- 
posable container and is fed by gravity 
directly to the carburetor float bowl. 
The engine is operated soly on this 
fuel during the treatment. The fuel re- 
portedly has a normal heptane base. 

Viscosity Effect— General Motors 
tests show new high viscosity index 
(VI) type motor oils reduce combus- 
tion chamber deposits and keep oc- 
tane requirement increases due to 
deposits at a lower level than conven- 
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tional SAE 20-20W oils containing 
bright stock. 

GM also finds fuel economy at 30 
mph constant speed slightly better 
with new high VI oils. Advantage in 
favor of high VI oils dropped from 
6% under engine starting conditions 
to 2% or less for trips greater than 
four miles. No advantage in favor of 
high VI oils was noticed in normal 
suburban highway driving. 

California Research Corp. surveys 
show motorists consider oil mileage of 
300 miles or less per quart unsatisfac- 








4 








tory and justification for overhaul. In 
the past, low viscosity oils have given 
drivers such advantages as rapid start- 
ing, decreased warm-up time, in- 
creased power and better gasoline 
mileage. But these oils also failed to 
provide satisfactory oil mileage. 
Multi-grade oils now combine to 
offer the advantages of a low viscos- 
ity oil and still deliver high oil mile- 
age generally associated with SAE 30 
grade lubricants. California Research 
also reports that if these oils are of 
the proper composition, they also will 
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tend to reduce knock and preignition. 

“Thus, a single, multi-grade oil can 
be made to satisfy all of the demands 
of the engines and the drivers,” the 
company reports. 

California Research reports that in 
tests in city traffic on a 342-mile trip, 
an average improvement in gasoline 
mileage of 14% was obtained when 
a 10W-30 oil was used instead of an 
SAE 30 reference oil. Repeated tests 
over different and longer routes 
showed improvements in gasoline 
mileage varying from 8% to 10% 
with 10W-30 oil. 

Horsepower improvement of from 
3% to 7% was noted with 10W-30 
oil. 

In all tests, antiwear properties of 
10W-30 oil were found to be equal 
to or better than that of a heavy duty 
oil meeting better-than-minimum MIL 
0-2104 specifications. The multi- 
graded product provided greater pro- 
tection against valve train wear and 
also displayed quick starting and rapid 
warm-up characteristics at freezing 
temperatures and above. 

Multi-Grade Advantages—Reduced 
gasoline octane requirement also was 
noted in tests, sometimes as much as 
by four numbers with 10W-30 oil. 
The company concludes: 

“From test data and field experi- 
ence with 10W-30 oil, it is concluded 
that a properly designed multi-grade 
lubricant combines all of the advan- 
tages of low viscosity, conventional 
oil with the oil mileage generally as- 
sociated with SAE 30 grade oil. Thus, 
the demands of the motorist and the 
requirements of the engines have been 
met in a single oil; and a new era in 
lubrication of automotive engines has 
been inaugurated.” 

Union oil, in its study of fuel econ- 
omy resulting from multi-graded oils, 
reports gasolime mileage increases of 
from 6% to’13%, depending on 
starting temperatures and length of 
trips. This is comparing 5W-20 oil 
with a medium VI SAE 20 oil. 

Comparing a SW-20 oil with a con- 
ventional SAE 20 oil, gasoline sav- 
ings range from 3% to 10%. On a 
10W-30 oil compared with a conven- 
tional SAE 20 oil, the savings in gaso- 
line range from 1.2 to 2.6%. 

The difference in gasoline economy 
with a 10OW-30 and SAE 30 oil shows 
a gain of from 5% to 17.9% for the 
multi-grade oil. 

Union Oil concludes that savings 
of from 5 to 10% can be expected for 
typical passenger car driving with use 
of multi-grade lubricants. For short- 
trip driving even larger savings are 
possible, with a minimum of about 
3% for very long trips. 
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WILLIAM SAVAGE, Detroit, a mem- 
ber of the Brand Name Foundation 
Retail Advisory Council. His experi- 
ence with Bowser equipment is typical. 





SAVAGE SERVICE STATION 
SEVEN MILE ROAD AT LIVERNOIS 
DETROIT 21, MICHIGAN 


July 20, 1953 


Bowser, Inc. 
18079 Wyoming Avenue 
Detroit 21, Michigan 


Dear Sir: 


Less than a year ago six (6) of the new Bowser 
Siamese Twin Rol-way pumps were installed at our 
station, 


They have had a thorough test, we have sold 
1,053, 102.4 gallons of gasoline since the installation, 
of which 667,185.0 were Gulf No-Nox and 385,917.4 
Good Gulf, 


We are happy to report there have been no 
mechanical failures or adjustments, and the pumps are 
still in excellent condition and appearance. Also, in 
public acceptance, they are tops. 


Thanks to Bowser for a long step forward in 
giving faster, better and more accurate service. 


Very truly yours, 





Fiamese Rol Way 


ASK YOUR BOWSER MAN TO SHOW YOU A SIAMESE INSTALLATION 


BOWSER, INC., 1301 CREIGHTON AVE., FORT WAYNE 2, IND. e@ REGIONAL OFFICES: Atlanta @ Chicago @ Cleveland 
Dallas @ Fort Wayne @ Kansas City @ New York @ San Francisco @ Hamilton, Ontario. 
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MAN 6 OWER is the keynote of NPN’s third annual service sta- 


tion issue because it has emerged as the foremost problem in oil industry retail marketing. 

Before preparing this issue, NPN sampled the opinion of oil marketers around the coun- 
try. Results indicated that the matter of most concern has been quality of dealers and 
their employes. Its importance has been increased by the return of a buyer’s market. 

Retail oil marketing requires about 200,000 station dealers and 400,000 attendants. 
The turnover has been enormous: It amounts to roughly one-third of the dealers and 50% 
to 100% of station employes. 

Gradually, retailing of oil products is outgrowing simple sales and mechanical skills. 
Trained men are essential to efficient marketing. 

Marketers generally agree that manpower is the dominant problem even in re- 
lation to problems that seem more urgent—price-cutting, shortened margins, premium 
discounts, competitive rebates and account-stealing. Oversupply looms as a mounting 
problem which may overshadow that of manpower in coming months. 

Even so, the need for better men will be more important than ever. On the whole, sup- 
pliers—both majors and jobbers—report that the quality of dealers is being upgraded 
because more and better men are available. Dealers, in turn, report that more and bet- 
ter men are looking for jobs. 

As the quest for dealers and station help goes on, suppliers are putting in more effort 
on training programs. The following articles describe the latest events in dealer selec- 
tion, dealer training and employe training. 


June 30, 1954 + NATIONAL PETROLEUM NEWS 





SERVICE STATION SECTION 


SONS OF DEALERS, J. R. Anderson, 
left, and B. E. Luck, go to class at the 
University of Richmond to prepare for 
career in service station management 


28 


What Companies Are Doing 
To Recruit Good Dealers 


During the past year, major oil companies from coast to coast have 
been concentrating on a problem that is acquiring more importance: 


Improving the quality of dealers. 


The problem has come into sharper focus with the shift to a buyer’s 


market and stiffening of compe- 
tition. 

A spot survey by NPN pointed 
up these developments in the 
dealer picture: 

e More men are seeking deal- 
erships than in previous post-war 
years. 

e The quality of men seeking 
dealerships has improved. 

e Dealer turnover has been 
high but is dropping  sub- 
stantially. 

e Even with that trend, it is 
still a paramount problem to get 
good dealers. 

The National Congress of Petro- 
leum Retailers estimates an annual 
service station turnover of 33's%. 
There are roughly 200,000 stations 
in the U. S. 

So, big companies and. jobbers are 
concerned with that problem and are 
trying out various plans to solve it. 

One aspect of the problem was 
described by a major company mar- 
keting executive this way: “Oil compa- 
nies would be doing themselves a 
tremendous favor if they recruited 
dealers as methodically as they select 
service station sites.” 

Two Main Methods—NPN’s spot 
study showed that efforts of suppliers 
and jobbers to line up good dealer 
material fall into two broad categories: 

1. Recruitment of mature men who 
have the experience and cash to take 
over a station. 

2. Recruitment of promising young 
men from schools or service stations 
who seem qualified for dealership 
training. 

There are new developments in 
both of these phases. 

One departure pertinent to both is 
that the industry appears to have a 
growing preference for outright re- 
cruitment over hit-and-miss selection 
from among aspirants who apply for 
dealerships. 

Phase No. 1 is the more haphazard 
of the two. Traditionally, it has meant 
raiding competitors’ stations. As one 
jobber put it, “You find someone who’s 
dissatisfied in his present hook-up and 
you go after him with a better deal.” 


Disadvantage of this procedure has 
been that the jobber or supplier might 
gain a strong location but be ham- 
strung by a weak dealer who has 
already run through five or six differ- 
ent contracts. 

How GP Does It—On the West 
Coast, the interest in recruitment is 
reflected by a systematic procurement 
policy recently put into effect by Gen- 
eral Petroleum Corp. Here’s how 
Vern A. Bellman, marketing vice pres- 
ident, enunciates company thinking on 
the subject: 

“The problem of getting the right 
men for stations is the biggest one 
we have right now. We have made an 
extensive study of requirements and 
have found that the dealer must be a 
well-balanced person because he must 
be a business man, a salesman, have 
some automotive training, be willing 
to give service and be a hard worker, 
and also be willing to take a part in 
community life. 

“The problem is how to attract 
these men.” 

Accordingly, GP recommends that 
its district sales executives and dis- 
tributors follow a two-step procedure 
in appraising candidates. First, an 
interview is set up in which the com- 
pany representative attempts to eval- 
uate the candidate’s aptitude for the 
service station business. 

Then, the candidate is asked if he 
cares to take a test designed by 
psychologists to shed further light on 
his aptitudes. The company empha- 
sizes, however, that neither step is to 
be construed as a substitute for good 
judgment. 

Results Aren’t In—lIt’s early to 
judge results of the GP approach 
which, in the view of Len C. Jobe, 
supervisor of retail merchandising, 
is meant to establish a practical way 
to prepare men for products retailing. 
“We are seeking a preparation that 
will enable the dealer prospects to 
know us, know the problems of run- 
ning a station and know the advan- 
tages and disadvantages,” he says. 

Opinion among West Coast majors 
is that there’s plenty of room for meas- 
ures designed to recruit good men 
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‘PROFESSORS’ of the service station management course meet of Esso Standard’s Virginia Division in Richmond. They repre- 
with Student Anderson, second from right, at the headquarters sent various company operations 
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STATION DISPLAYS and point-of-sale merchandising are ex- ON THE ISLAND the student gets points in driveway solicita- 
plored with manager of the training station, W. T. Higgason tion and product quality from general salesman J. A. Thrift 
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vy They're Attractive! 
VV They're Easiest to Install! 
VV They're Easiest to Service! 





Now—from the foremost designer and manufacturer of 
overhead reels comes a really great new reel, designed to 
keep pace with the future! 

Gone forever are cost problems of installation and serv- 
ice—these great new Graco Reels can be installed in 
minutes, serviced in seconds! And they retain the perfected 
features that have made Graco Reels popular everywhere. 

You can actually feel the balanced spring action as you 
lower a Graco Hose for service, and see how smoothly and 
easily it retracts. No more fighting or jerking! 

You'll also like the clean, sparkling appearance that 
these striking Graco Reels give to lube departments. Avail- 
able in any number or combination. Reels can be added at 
any time, retaining their “‘unitized’”’ appearance. So—put 
the finest in service at your fingertips... specify new 
Graco deluxe Overhead Reels! 





for: CHASSIS ¢ GEAR » MOTOR OIL « AIR « 
WATER « AUTOMATIC TRANSMISSION FLUID 


After mounting channel is ? Pedestal and reel slide Hose enters shroud roller 4 Access panel is fastened 


in position, four bolts ore easily into position on slot without removing ball with two thumb nuts—no 
tightened to fasten the reel heavy steel track. One bolt stop and valve. Connect- wrench needed. Panel re- 
shroud. holds entire assembly. ing unions are easy toreach, moves easily for inspection. 


Write for your personal copy of GRaco’s new Catalog 
No. 101 which describes the new Reels in detail, and 


Also New, shows the latest advancements in lubricating and service 
” eee 


equipment. Your copy is free! 


=: } GRACO 


illustrated and de- GRAY COMPANY, INC. 
scribed in the big new ENGINEERS AND MANUFACTURERS 


Catalog No. 101. 632 Graco Square « Minneapolis 13, Minnesota 


Regional Offices: New York, Philadelphia, Detroit, Chicago, 
Atlanta, San Francisco 
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although earlier this year one com- 
pany reported that dealer turnover was 
about 20% less than it was a year 
ago. Another firm estimated West 
Coast dealer turnover at 35-40% an- 
nually. Both companies agreed that 
good dealers are easier to come by 
today than at any time since World 
War II. 

As a result, it has been possible 
to weed out poor dealers and place 
their stations in the hands of more 
capable men moved up from less 
favorable stations. Their replacements 
in many cases have been men rec- 
ommended to the companies by the 
dealers themselves. 

In the Southwest—The problem of 
recruiting experienced dealers is a 
serious One in the Southwest. Appar- 
ently, very little has been done by 
either suppliers or jobbers to develop 
any procurement programs. 

In Texas, marketing executives in 
a number of companies agreed that it 
is extremely difficult to find a man 
well qualified to operate a station and 
who can finance himself. As a result, 
jobbers say they have to finance even 
a man’s inventory. 

Since inventory runs from $2,000 
to $2,500, this is regarded with little 
enthusiasm by jobbers, especially the 
smaller ones. In most cases the job- 
ber does not do the actual financing. 
Instead, he signs the prospective deal- 
er’s note so he can get a loan from 
a bank or other source. 

One group of three large jobbers 
polled on recruitment said they de- 
pend a good deal on station em- 
ployes. If they spot a promising 
attendant who is interested in operat- 
ing a station of his own, they try to 
tag him when they open a new station. 

A major company sales manager 
said his concern doesn’t hesitate to 
do the same thing although it draws 
principally upon applicants seeking 
dealerships. Another large marketer 
experimented with a newspaper ad but 
discontinued it after it pulled every- 
thing except what the firm was look- 
ing for. 

That company prefers to play down 
recruiting in favor of making dealers 
out of graduates of its manager train- 
ing stations. Also, the public that 
comes in contact with these stations 
sometimes recommends young men. 

The Virginia Plan—tThere is more 
to report on Phase No. 2—training 
high school students or young station 
employes for eventual dealer status. 

Among the more provocative efforts 
in this direction is the experimental 
program for sons of Esso Standard 
Oil Co., Virginia Division, dealers. It 
provides scholarships at the University 
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of Richmond for these youths, sup- 
plemented by work opportunities at 
Esso stations for the duration of the 
four-year course. 

To the high school graduate, the 
program offers an opportunity to ob- 
tain all the funds needed for a com- 
plete university education. The com- 
pany asks only that he intend to enter 
the School of Business Administration 
after two years at the U. of Richmond 
and express a desire to operate an 
Esso outlet after graduation. 

Impartial selection of candidates is 
guaranteed by the university’s assum- 
ing responsibility for picking scholar- 
ship recipients. 

What They Seek—A company state- 
ment on the program says: “To be a 
good Esso dealer means to be a good 
businessman in the fullest sense. 
Management ability, selling sense, 
public relations and community-mind- 
edness—these are but a few of the 
necessary qualities. As with any other 
worthwhile career, service station 
management requires preparation; and 
usually the best prepared man makes 
the best dealer.” 

And, with a view to recruitment, 
it adds: “It is hoped, too, that the 
plan will acquaint more qualified men 
with the opportunities presented by 
such a career.” 

Unique in the program is a course 
in service station management, with 
full university credit. This company- 
administered training is almost en- 
tirely on the practical level. It carries 
four semester-hours’ credit, plus one 
full work week at the division’s train- 
ing station. 

For the first two years of the pro- 
gram, scholarships are being extended 
to Esso sons who are already juniors 
or seniors in the School of Business 
Administration. 

Overseeing the experiment for Esso 
Standard are J. I. Robertson, Rich- 
mond district manager; W. G. Shan- 
non, training supervisor, and J. B. 
Magee, co-ordinator of the program. 

New York’s Plan—Another inter- 
esting effort to bring qualified young 
men into a training cycle leading to 
dealerships has been underway for 
almost two years in New York City. 

It is sponsored by the petroleum re- 
tail marketing division of the Petro- 
leum Educational Commission, an in- 
dustry group working with the New 
York City vocational schools system. 
While the PEC offers practical train- 
ing material to men already employed 
in stations as well as to students in- 
terested in acquiring new skills, it 
also makes a definite pitch for men 
who have set their sights on becom- 
ing dealers. 


NEWS 


To do this, a brochure which is 
usually distributed by high school 
guidance teachers is utilized. It is 
entitled, “The Petroleum Industry 
Needs More Men Seeking to Operate 
Their Own Profitable Business.” 

Six Vital Questions—The brochure 
asks your men to determine their 
aptitude for petroleum retail market- 
ing by answering six questions: 

. Do you like meeting people? 

. Do you like automobiles? 

. Do you like working outdoors? 
. Do you like meeting challenges? 

5. Do you like scientific tools? 

6. Do you like being your own 
boss? 

“If your answer to these six ques- 
tions is yes,” the brochure says, “then 
the petroleum industry in co-operation 
with your Board of Education offers 
you an interesting and profitable fu- 
ture.” 

It terms petroleum retail marketing 
the “surest and shortest way to oper- 
ating a business of your own.” 

Courses in phases of service station 
operation have attracted large num- 
bers of high school students on a co- 
operative learn-earn basis during the 
daytime. 

Last year, they were given to 868 
dealers and men outside the industry 
in evening sessions. The PEC reports 
that the course on how to manage a 
small business has been especially in 
demand. 

API Theory—Within the industry 
itself, the API's proposed basic 
courses in service station operation 
are expected to make a substantial 
contribution toward easing the dealer 
recruitment problem. Theory is that 
companies will have to encourage 
manpower to go into one end of the 
training pipe line in order to reap the 
benefits of good dealer prospects com- 
ing out the other end. 

One course already in operation 
that should produce well-trained po- 
tential dealers is the brainchild of the 
New Orleans chapter of the Service 
Station Association of Louisiana and 
Loyola University, New Orleans. 

Its first class, consisting of 17 men 
recruited by the association, received 
certificates of completion just a month 
ago. The course is made up of classes 
in manpower management, record 
keeping and customer relations. Un- 
like other courses, it does not deal 
with the mechanical phases of service 
station operation. 

Instead, it emphasizes such things 
as recruiting and training employes, 
how to handle men, service station 
bookkeeping, how to interpret station 
financial records, and a variety of 
sales techniques. 
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How a Major Selects Its Dealers 


Following is the outline of a dealer selection program 
that a major oil company has been using in its post- 
World War II expansion period. 

The material is in a manual in which the company 
invested considerable money in research and develop- 
ment. It has been made available to NPN for the first 
time for publication on condition that company iden- 
tity be withheld. 


INTRODUCTION 


It tells why selection is important. 

A good dealer will contribute— 

1. The reputation of the station and good will are 
maintained. 

2. The quality of (brand-name) products and services 
will be more favorably accepted by customers. 

3. Old customers are retained and new ones added. 

4. The amount of business per customer is increased. 

5. The full business potential of a station is likely 
to be achieved. 

6. The amount of time and expense is more econom- 
ically used to build up station business. 


PART | RECRUITING 
Salary training stations are the best source of dealers. 
Where to look for dealer candidates 
e Station employes, friends and acquaintances 
Retail stores 
Customers 
Local bank personnel 
Chambers of commerce 
Social or fraternal organizations 
e Other business acquaintances, salesmen or personal 
friends 
© Advertising 
Qualifications to look for— 
e Satisfactory appearance 
© Good health and energy 
@ Dependability and good character or reputation 
© Self-reliance. Initiative, aggressiveness and will- 
ingness to work hard 
¢ Generally favorable personality and ability to 
speak with adequate convincingness for varied contacts 
with people 
@ Specialized experience is not essential, but a 
definite liking for work requiring physical activity and 
personal service 


PART Il QUALIFYING 


Step 1 Selection interview. Prospects who seem to 


create a favorable impression should be further inter- 
viewed in private by a salesman. 

1. Procedure is informal and casual—‘Please tell 
me about yourself and your experience.” 

2. Conversational comments may suggest questions. 

Applicants who impress the salesmen favorably 
should be interviewed separately by the district man- 
ager and retail marketing assistant. Each interviewer 
should indicate his final personal judgment: good, satis- 
factory or doubtful. 

Step 2 Rating on a selection questionnaire. The form 
was developed after careful research and has been in 
use over five years. Major questions cover adaptability, 
sociability, finance need, physical alertness, home con 
ditions and experience. 

The company proceeds on the theory that it is not 
necessary to know everything about a man. Instead, 
it attempts to emphasize taking the important factors 
into account. Moreover, the company recognizes that 
the procedure operates on the law of averages. There- 
fore, it is not always successful. 

Step 3 An investigation of each candidate is recom- 
mended. 

A personal report is obtained by the credit depart- 
ment. An investigation by a salesman is suggested. 
References are checked. The company favors a home 
visit by one of its representatives, but it prefers that 
the applicant suggest it. 

The object is to establish definite information re- 
garding the applicant’s character, dependability and 
personal habits. 

Step 4 Financial analysis. 

The object is to establish how much money the 
applicant will need to get started and whether that need 
can be taken care of. 

The manual notes that the company does not want 
men who are independently well off. It reads, “A 
dealer’s success is influenced by a present necessity for 
meeting his family living expenses and for improving 
his financial status.” 

Step 5 The applicant undergoes two weeks of testing 
and training. Then he is rated by the district instructor. 

Step 6 A dealer selection analysis completes the 
procedure. The personal impression that an applicant 
makes, respectively, on the district manager, the assist- 
ant manager and the salesman is rated (good, satis- 
factory or doubtful). 

He is graded on the selection questionnaire (excellent, 
good, average, doubtful or poor). His references are 
rated. The rating by the district instructor is noted. 

On the basis of that procedure, the applicant’s status 
is determined. 








Ph + Credits p. 38:—Max Galloway, 
oto p. 41:—Tommy Weber, N. Y. C. . 
pp. 48, 50:—‘Doings in General’, Los Angeles, 


. 27:—Art Adams, Whittier, Calif. Calif. 
28, 29:—A. F. Sozio, N. Y. C. 

. 84, 385:—Sunoco Diamond’, Philadelphia, p. 

Pa. 

35:—Cities Service Co. 


Indianapolis, Indiana p. 76:~-Ace Photographers, Houston, Texas; 


“Bob Bailey, Houston, Texas; 
Studio, New Orleans, La. 


Hendricks 


p. 52:—Art Adams, Whittier, Calif. p. 78:—Meyers Studio, Inc., Hartford, Conn 

74:—Jim Sheppard, Detroit, Mich.; “The 
Sohioan’, Cleveland, Ohio; Anthony Linck, 
Briarcliff Manor, N. Y. 


p. 89:—Morrison-Gottlieb, N. Y. C. 
p. 124:—Dick Whittington, Los Angeles, Calif. 
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“SCL” Concentrate is an extreme pressure additive 
used to produce “SCL” lubricants which give “‘extra”’ 
protection to all types of enclosed gear units and bear- 
ings. 

For *25 years, “SCL” lubricants have been used and 
recommended by a majority of the leading axle, auto- 
motive, bearing and gear manufacturers. They have 
found from experience that “SCL” lubricants give 
maximum protection against gear and bearing failures 
and are anti-foaming, non-corrosive and rust inhibit- 
ing. Where others have failed “SCL” Concentrate is 
doing the job. 


“SCL” lubricants have a wide range of application in 
truck fleets, buses, passenger cars and taxicab fleets, 
Elco “SCL” Concentrate used with for farm machinery, railroad drives, earth moving 
good base stocks has been the answer equipment and general industrial gearing. 
to numerous lubricant problems 


“SCL” Concentrate is also used to provide extreme 
pressure characteristics for calcium, sodium, lithium 
and bentone greases. 


osama CLEVELAND 9, OHIO 


*“ELCO is celebrating its 25th year of service to the Oil Industry 


over the past quarter-century. It un- 
doubtedly can help you with yours. 
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Better Men Are Looking for Station Jobs... 
But They Need Continuous Coaching 


HANDLING CASH accurately is a must for employes 


BOOKKEEFPING instruction can ease paperwork load 


How to Train Your Station Men to Do 


These five trends have taken shape during the past year in the 


field of retail station training: 


1. The need to help dealers get and train employes has been ac- 
cepted as a high-priority responsibility by many suppliers. 


2. A new concept in dealer 
training is materializing in per- 
sonalized programs which go 
beyond the conventional, group- 
lecture sessions. 

3. Existing employe-training 
programs are being refined. 

4. Renewed efforts to interest 
young students in the station 
business have beeen exerted with 
the object of recruiting them as 
dealers or employes. 

5. A growing movement to 
establish education extension 
courses for dealers is gathering 
support. 

A spotcheck of the country showed 
that dealers have a larger labor pool 
to draw from. However, the job of 
upgrading and training employees is 
a continuous one. 

Behind the intention of helping 
dealers to train their men is this con- 
viction: The best-qualified man to 
impart “station know-how” to an at- 
tendant is the dealer himself. There- 
fore, the goal is to give the teacher 
new insight into how to teach as well 
as what to teach his men. 
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This aspect of the training problem 
was tersely summarized recently by 
a top West Coast marketing official 
who complained at the employes’ lack 
of knowledge of the business and 
products. “Part of this is caused by 
the failure or reluctance or inability 
of dealers to inform their employes,” 
he declared. 

Esso Standard has established the 
Esso Institute which has the specific 
objective of teaching dealers to teach 
their employes. 

The last of four institutes scheduled 
for this year was completed recently. 
They were held at Esso’s training 
center in Elizabeth, N. J., with each 
group consisting of about 16 men. 
The students were assistant district 
managers, district merchandising as- 
sistants and a few general salesmen. 
At each two-week session the groups 
were taught the fundamentals of con- 
ference leadership and given specific 
training in how to conduct the eight- 
session Esso dealer course. 

Each field man returns to his divi- 


sion and meets with one or two groups 
of dealers (eight to 16 in each group) 
monthly. These are called dealer man- 
agement conferences. 

The object is to teach dealers to 
train their employes with emphasis 
primarily on sales training. Later, 
Esso may set up continuations of this 
basic eight-meeting schedule covering 
selection of employes and other sub- 
jects. Between the monthly sessions, 
conference leaders may call on dealers 
to help them thresh out employe 
problems. 

At a typical conference, the dealers 
are seated around a U-shaped table, 
with the instructor and his visual aids 
at the open end. Recognizing that 
some of the participants may be set 
in their ways, a division or district 
executive keynotes the meeting by 
asking them to retain an open mind 
and urges them to give the conference 
a chance to pay off. 

“Men are never so likely to settle 
a question rightly as when they dis- 
cuss it freely,” is a quotation from 
Lord Macaulay passed along to the 
dealers to stimulate a continuing ex- 
change of ideas. 

At present, dealer sessions are 
limited to operators with three or 


NATIONAL PETROLEUM NEWS °* June 30, 1954 








CUSTOMER FOLLOWUP training builds trade UNIFORMS increase station appeal to public 


the Job Right 


more employes, but later the service 
may be extended to smaller operators. 
The field programs are just getting 
under way, so it may be six months 
to a year before many dealers are 
reached. 


A company statement said, “The 
conferences are calculated to help 
Esso dealers realize that it is profit- 
able business to pay more attention 
to employe performance and to point 
out what can be done to improve it. 
They are designed to help the Esso 
dealer acquire a better understanding 
of how he can bring about a notice- 
able improvement in the productivity 
of his organization and to give him 
the tools to do that job.” 

A similar program is being estab- 
lished by Humble Oil & Refining Co., 
a sister company to Esso. One ob- 
jective is to improve public relations 
at the station level throughout Texas. 

It involves bringing key men from 
all over the state to Houston for 
indoctrination. These men, in turn, 
will travel through the Humble mar- 
keting area teaching others. 

Humble at present has four training 
stations, one in each division. Here, 
future station managers are trained 


: ; TRAINING SCHOOL in Newark, N.J., is used by Cities Service to prepare men for 
for periods of from three to nine 


jobs at company stations on the New Jersey Turnpike 


June 30, 1954 + NATIONAL PETROLEUM NEWS 





OKHEIM 


GASOLINE PUMPS 


BETTER PERFORMANCE 


You can expect better performance from your auto- 
mobile today because it’s engineered to operate on 
the higher octane gasoline now in use. But you should 
not expect satisfactory performance from your service 
Station pumps unless they too are engineered to 
dispense today’s powerful, more volatile fuels. 
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More powerful, higher octane motor fuels are 
making new demands upon gasoline pumps. 
Today’s fuels are not easily dispensed in yes- 
terday’s pumps. Their higher volatility makes 
them more susceptible to temperature changes, 
atmospheric conditions and similar factors with 
the result that ordinary pumps are not equal 


to the job. Not so with Tokheims. Their great 
lifting capacity, high vacuum and higher lift 
potential make them ideal dispensers of mod- 
ern fuels. Because Tokheim policy provides for 
continual improvement in design and construc- 
tion, you will always find Tokheim pumps out 


in front and “best for today’s demands.” 


Computing and Non-computing types. High and Low 
pumps, Twins, Commercial models, Remote Control 
systems, Farm pumps. Write for new bulletins today! 


2nd best is not good enough- 


Now, more than ever, it is important to select the 
best pump money can buy. 2nd best is not good 
enough. Don’t be misled by extravagant claims. Get 


the value where it counts most —in the pump. 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 
Canedion Distributor: H. Reeder, 205 Yonge Street, Toronto, Ontario 


Model 39A Lo-Boy 
with Retrév-A-Hose 
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“— 
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DISPLAY MATERIAL claims the attention of dealer Dale Fleegle, left, and station 
supervisor H. H. Blake at Manordale Gas & Oil Co. station, Export, Pa. 


SERVICE TECHNIQUE is demonstrated by Chester Eller, left, station supervisor for 
Gaseteria, Inc., as part of its on-the-job training program 


38 


months. Trainees are taught from the 
ground up, meaning lubrication, sta- 
tion management, selling at the island 
and TBA. The company has found 
that a much higher percentage of the 


‘graduates make good than do men 


who have not had the training. 

Sun Oil said that its dealers re- 
ported that they are finding and train- 
ing better men. 

Through its dealer organ, Sunoco 
Diamond, the company stated, “Sun 
dealers say, ‘Now that we can get 
more capable men, we're choosing 
them more carefully . . . training them 
better.’ 

“Hired any new men recently? If 
not, you'll be surprised at how the 
manpower market has changed in the 
last year. Sun dealers everywhere re- 
port that good men are available 
whenever they need them. It’s prob- 
ably true in your town, too. 

“If so, it’s your big chance to get 
good, new men... the kind of men 
you will need to be able to: 

“e Replace part-timers with de- 
pendable full-time men. 

“e Extend station hours to cover 
more traffic. 

“e Step up the selling efficiency of 
your sales staff. 

“e Free yourself for better station 
management.” 

Although Sun dealers reported an 
improvement in manpower avail- 
ability, the problem of getting quality 
men persists. 

A forcible approach to the problem 
was made by Ethyl Corp. at the API 
Marketing Division meeting in Denver 
last month. It offered its customers 
a nationwide employe recruiting and 
training program to help the industry 
build and maintain a better and more 
stable work force. 

Although Ethyl plans to reach deal- 
ers through the cooperation of its 
customer oil companies, the program 
will supplement—not supplant—efforts 
being made by other groups such as 
the API. 

It will help dealers recruit personnel 
and give product information to their 
men. Specifically, dealers will be 
given a kit showing them how to 
recruit, hire and train their employes. 
It will include interview question- 
naires, tested recruiting ads and other 
practical aids. 

Now in preparation is a film that 
will show what a service station career 
has to offer. 

Along with it will go a booklet con- 
taining a checklist for a job applicant 
to use in evaluating his qualifications 
for service station employment. Film 
and booklet are designed for school, 
separation center and dealer associa- 
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tion distribution. 

The Ethyl project came into being, 
according to M. P. Murdock, vice 
president in charge of sales, after a 
survey of 5,000 representative U.S. 
dealers employing 15,000 men. “In 
our studies and contacts,” he said, 
“we found that many service station 
dealers are not familiar with the sim- 
ple yet effective techniques for attract- 
ing competent people into their field.” 

Ethyl reported that over 57% of 
these employes had been in their jobs 
for a year or less. And the dealers 
interviewed reported that nearly half 
of their ex-employes had left their 
jobs because they were “unsatisfactory 
employes.” 


PERSONAL TOUCH 


Personalized dealer training has 
been gathering supplier-company sup- 
port for two principal reasons: 
(1) The annual dealer sales meetings 
don’t reach all the men, especially 
the weaker dealers. (2) Since dealers 
have varying problems, companies 
have found that special training can 
improve a dealer’s performance. 

A full-scale personalized dealer- 
training program was started this year 
by Sinclair Refining Co. Its object is 
to help the dealers get the most out of 
their business. 

Sinclair worked out a special course 
that is being given to 3,300 jobbers, 
consignees and sales representatives. 
These men are trained to serve as 
individual business counselors to the 
dealers. 

(A complete story on Sinclair’s per- 
sonalized training program. was pub- 
lished in NPN, May 19, 1954, p. 22). 

In Export, Pa., Richfield jobber 
James Kepple has a dealer-training 
program that is considered a prime 
factor in the success of his thriving 
chain of stations. 

His company, the Manordale Gas 
and Oil Co., operates on the theory 
that a man is never permanently 
trained. Hence, dealers should be 
subjected to recurrent training courses. 
Most of the dealer-lessees began as 
employes in the stations and worked 
up to their own dealerships. 

Manordale’s training courses are set 
up as conferences with a single subject 
featured at each meeting. They are 
limited to 25 men at a time. Employes 
are permitted to attend three times a 
year, but Manordale holds the dealers 
responsible for training their own help. 

Continental Oil Co. has a plan 
which calls for “merchandising man- 
agers to travel from station to station 
helping the dealer with any problems 
he may have in running his business. 
New dealers are given the most atten- 








tion, but the continuing nature of the 
plan results in help getting to the old- 
timers, too. 
Shell Oil opened a new dealer train- 
ing program this year. It, too, fea- 
tures special instruction. The course 
is designed to give the dealer freedom 
in selecting his own courses and offers 
almost any subject the dealer may 
need. They include: driveway service, 
lubrication, TBA service and selling, 
outside and luberoom display, station 
housekeeping, and management book- 


keeping and stock control. 

Dealers receive individual tutoring 
in all courses. Refresher courses are 
available for veteran dealers. 

(A complete story on the Shell pro- 
gram was published in NPN, Feb. 17, 
1954, page 30.) ) 

In the Rockies, Carter Oil Co. intro- 
duced a specialized dealer course early 
this month at the company’s new serv- 
ice station training center at Denver, 
Colo. 

Eight experienced dealers attended 
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therefore you increase your profits 


Figure your gasoline losses, then you will be in excellent 
pace to Bh won the point we make—that the Twin Con- 
serVent reduces vapor losses of gasoline BECAUSE IT 


CANNOT LEAK. 


You will know by trying the Twin ConserVent for 30 days 
free how much gasoline you save through prevention of 
vapor losses. You too will recover dollars that now van- 
ish into thin air. Labor cost of inspection, repairs, and 
upkeep expense are eliminated because Twin ConserVent 
requires no adjustment or repair. The quality of your gas- 


oline will not deteriorate. 


Here is the proved, field tested, reliable Twin ConserVent 
that gives you the MODERN answer to lower cost storage 
of MODERN gasoline. Don’t take our word for it—tind 
out for yourself FREE for 30 days. Ask for Bulletin No. 


5154. 
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a one-week advanced management 
school covering all aspects of station 
business. eS 

Carter’s new Denver training center 
also illustrates the emphasis supplier 
companies are placing on starting new 
employe-training programs and refin- 
ing old ones. 

A six-week course for employes as 
well as dealers will be given. Motion 
pictures and slides will be used to 
illustrate classroom lectures. Manuals 
are supplied for future reference. As 
at almost all training stations, the em- 


ployes will get their practical experi- 
ence by serving customers. 

Carter plans to open similar train- 
ing centers at Billings, Mont. and 
Spokane, Wash. 

In Indianapolis, one of the coun- 
try’s strongest jobbers has modified his 
employe training program. Russel 
Williams of Gaseteria, Inc. has 
adopted a manpower inventory plan 
to gauge the employes’ progress. 

This plan reflects the enlarged man- 
power supply because its success de- 
pends on having a steady station crew. 





production to them. 


Valentine Portable All-Steel Service 
Stations and Island Buildings 


Now in full production! Delivery 5 to 7 weeks. We 
set our unit on your foundation and you are in busi- 
ness . . . The Industry’s whole hearted acceptance 
of our service stations has let us devote more of our 





























Valentine Ice Cream Store 


us for full details— 


P. O. Box 667 





Prices low—Quality unsurpassed! Write 


Valentine Manufacturing, Inc. 


YOU'VE SEEN OUR UNITS ALL 
OVER THE U. S&S. Since 1938, we 
have built Valentine all-Steel, port- 
able sandwich shops, ice cream 
stores, motels, liquor stores, and 
office buildings. Two years ago, we 
started in the service station field— 
your response has been gratifying 


DIFFERENT ... DISTINCTIVE 


Completely portable, different in 
design and construction from any- 
thing in the field, our distinctive 
units make customers for you. We 
fit your design—building comes 
completely wired and equipped 
with shelving ready for use. 





Associate 
Member: 
NAOEJ 











Wichita, Kansas 











Gaseteria has developed a form for 
appraising its personnel. Station man- 
agers grade the employes, then confer 
with supervisors and company execu- 
tives on the individual employe’s out- 
look in the company. They decide 
whether the employe merits further 
training. 

Gaseteria rates its beginners in one 
category and the assistant station 
managers in another. 

A special employe-training program 
for turnpike personnel has been estab- 
lished by Cities Service which operates 
a string of stations on New Jersey’s 
118-mile turnpike. 

This school trains the students to 
serve customers who are invariably 
in a hurry—the motorists rolling along 
at the 60 mph speed limit. So speed 
is the essence of the service—fast 
‘gassing,’ fast oil-changing, fast bat- 
tery-changing, and fast tire-changing. 
At the same time, attendants must be 
efficient and courteous. 

The training school is a source of 
station attendants and is also a spring- 
board to other positions in the com- 
pany. 


THEY SEEK GOOD MEN 


Industry groups are trying harder 
than ever to devise ways and means 
of attracting good, young men tu 
retail marketing. 

In the API, a move is under way 
to provide basic courses in service 
station selling and operating which 
dealer organizations can ask high 
school and college authorities to 
set up. 

A course covering all phases of sta- 
tion activity (including management) 
is contemplated for high school pupils 
with the object of interesting more 
youths in entering the field and of 
developing better helper and dealer 
material. 

A trail-blazer for the API has been 
a series of courses given in New York 
City schools under the auspices of 
the Petroleum Education Commission. 
The courses are given to high school 
students during the day and station 
personnel in the evening. They in- 
clude such subjects as small business 
management, automatic transmissions 
and motor tuneup. 

After a series of courses, a gradua- 
tion program called “Placement Day” 
is held for students. Oil men attend 
the session and discuss jobs with the 
students. 

The business management course 
was so successful that the New York 
Board of Education decided to give 
it to ali vocational high schools as 
a related subject. 

A new element in the Southwest is 
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GRADUATES of retail oil marketing course in New York City meet the oil men who 
will arrange for their employment, at a Placement Day luncheon. Third from right is 
L. T. White, Cities Service Petroleum, Inc. At the head of the table is Edward O’Con- 
nor, Brooklyn High School of Automotive Trades principal 


the training program worked out be- 
tween the Texas Oil Jobbers Assn. 
and the University of Texas. It is 
designed to offer service station in- 
struction at high school and junior 
college levels. The API Service Sta- 
tion Advisory Committee of the Mar- 
keting Committee has applauded the 
Texas initiative. 

It would combine classroom study 
and actual employment in stations. 

Development of the course is a 
joint undertaking by the API Mar- 
keting Committee’s Service Station 
Advisory Committee and its Market- 
ing Personnel Training Committee. 


Schools Catch On 


Paralleling the new emphasis on 
training is the campaign to broaden 
educational opportunities for dealers 
and employes. Although this lies in 
the general area of training, it repre- 
sents advanced instruction. 

The API is contemplating a whole 
series of adult education courses on 
individual phases of gasoline retailing 
for dealers and their employes. The 
aim is instruction by distributive 
education teachers in colleges and 
universities or by high school teachers 
in communities where there are no 
institutions of higher learning. 

The intention also is to bring into 
the teaching picture, as discussion 
leaders, practicing specialists in vari- 
ous fields such as banking, real estate, 
credit and salesmanship. 

In Michigan, service station opera- 
tors and attendants will have a chance 
to enroll in the first course in service 
station management to be offered 
through a public school system. Night 
school sessions in Detroit and Kalama- 
zoo are scheduled to start this autumn. 

The Retail Dealers Assn. of 
Michigan will sponsor the classes. 
Instructors will be local experts in 


various fields of management. They 
will be paid by the local school sys- 
tems, and state education funds will 
partially reimburse the local schools. 

John Nerlinger, executive secretary 
of the National Congress of Petroleum 
Retailers and the Michigan dealer 
group, said courses will be made avail- 
able in other areas in 1955. 

Courses will include: financing, 
credits and collections, record-keeping, 
stock control, personnel administra- 
tion, business law, merchandising, sell- 
ing, advertising and display, station 
maintenance and public relations. 

A good example of an extension 
course is that for service station per- 
sonnel adopted by the evening divi- 
sion of Loyola University, New 
Orleans. 

The courses were worked out in 
joint meetings of representatives of 
the Louisiana Service Station Assn. 
and Loyola faculty members. Three 
courses were established: manpower 
management, record-keeping and cus- 
tomer relations. 

Each course met once a week for 
a two-hour class period, and each 
course lasted eight weeks, making a 
total of 24 two-hour lectures. Seven- 
teen men were awarded certificates on 
completing the first series recently. 

Recruitment of students is the re- 
sponsibility of the association. A sec- 
ond class will start in September. 

The courses springing up in schools 
scattered about the country have been 
inspired by requests for aid from 
dealer groups. 

Said Adrian Ogle, vice president of 
the National Congress of Petroleum 
Retailers: “Training is much more im- 
portant than selling. When a dealer or 
his employes are well-trained, he will 
know how to take care of a car and 
customer. Then he will automatically 
do a good selling job.” 
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PRODUCER 
BE FIRST IN YOUR AREA WITH 
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REDeX Brochure! 
REDeX “5S Point Dealer 


Plan”—the sales program that made 
REDeX the world’s largest international 


oil-additive producer— 


EXCEPTIONALLY PROFITABLE 
DISTRIBUTORS ARRANGEMENT 
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Unless the penguin and the seal of Lars Christensen Land 
suddenly become avid users of petroleum products, no one 
much cares about getting oil to that desolate Antarctic land. 

But the round trip from New York to that ice-capped 
territory is over 21,000 miles . . . and if every barrel of crude 





oil that Cities Service piped through its own lines in one year 
were laid end to end, they would make that round trip with 
many barrels to spare. 

Besides transporting millions of barrels of crude through 
its own lines, Cities Service moved over three hundred mil- 


lion barrels through the pipelines of associated companies. 








This pipeline transportation represents just one method of 
moving vital petroleum products to eager users all over the 
United States . . . one link in the strong chain that is the back- 
bone of our country’s vital de- 
fense effort. Cities Service is 
proud of the part it plays in 
keeping America strong. ..and 
it’s this strength that will keep 
America free. 


Quality Petroleum Products 
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The Dealer: Oil’s Ambassador 


A concept that is gaining increasing support among major oil 
companies is this: The dealer is the industry’s front-line man. 

To bear that out is the statistical estimate that between 60% and 
80% of contacts with customers are made by station employes. 


And they report directly to their 
dealer-employers. Thus, the man 
in the service station is the direct 
contact between the oil industry 
and the public most of the time. 

The attitude of company per- 
sonnel toward dealers has often 
been disparaging while the atti- 
tude of dealers toward the indus- 
try is frequently cynical. 

Poor relationships have resulted 
from these attitudes, denying the in- 
dustry the voluntary services of these 
dealers as good-will ambassadors to 
the public. Many are industry boosters, 
but top industry leaders believe the 
ultimate goal will be to have 200,000 
dealers and their employes as en- 
thusiastic industry supporters. The 
American Petroleum Institute, con- 
cerned with the problem, has set up 
a dealer advisory committee. 

With the advent of the buyer’s mar- 
ket again, those “distant” cousins— 
dealer and supplier—began drawing 
more closely together. 


Realistic Approach—An example 
of the changing attitude toward deal- 
ers is that of a West Coast major 
that has adopted a new concept in sta- 
tion planning. It visualizes a station 
and its potential from the standpoint 
of the dealer rather than the supplier. 
This has brought about more realistic 
planning beneficial to the dealer. 

In other words, the dealer—not the 
motorist—is the supplier’s customer. 

“We sell to the dealers, not to the 
public,” points out an executive of a 
company taking this tack. “Therefore 
the end point in a service station is to 
build a station that is good from the 
dealer’s standpoint. 

“The traditional approach has been 
to build a station, dictate the volume 
of business it should do and then hold 
the dealer to it. Now we try to ap- 
praise a location according to traffic, 
neighborhood, competition and other 
factors; then make a realistic estimate 
of volume. 
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of Marketing 


“If the deal is not sound on this 
basis, we drop it. 

“If companies go on without con- 
sideration for dealers, they are mak- 
ing poor investments. Then they risk 
the problem of having a reluctant 
dealer. That’s not fair to the dealer, 
and it works against a company.” 

Re-education—Socony-Vacuum and 
Du Pont surveys of consumer habits 
and desires have clearly shown that 
the dealer himself is the most impor- 
tant of all factors in the success of a 
service station. 

Training courses and training con- 
ferences are being established, or re- 
vamped. 

Company sales representatives ure 
being indoctrinated all over again. 

“We are doing everything possible 
in the domestic marketing department 
to convince our sales people that 
Atlantic dealers are mos timportant 
members of the team,” says Dwight 
T. Colley, marketing vice president of 
Atlantic Refining. 

New Building Policies—New-con- 
struction sales are being trimmed in 
favor of the dealer. 

Esso Standard, for one, is devoting 
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more attention to increasing volume 
through existing outlets, doing its new 
building for motor fuel gains where 
its representation is thin. 

It feels it can profitably put new 
stations in small communities, and on 
new highways, if the outlets are inex- 
pensive and equipped to take large 
drops. Said B. L. Ray, general man- 
ager of marketing, at the company’s 
1954 sales meeting: 

“Although the annual volume of 
some of the outlets in the smaller 


communities may not be as large as 
we have come to regard as desirable, 
we must realize that the local dealer 
has very considerable influence on 
consumer buying habits and a firm 
grip on a part of the local market. 
The total volume done by such dealers 
is a substantial part of the total mar- 
ket.” 

Design a Factor—Station design is 
being plotted to give the dealer a bet- 
ter shake. That is, stations are being 
built “around” the dealer—not so 
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Pratt’s Free Catalog 
of Display Material... 
Just Off the Press 


Here is your new buying guide to 
the widest selection of service 
station promotion and display ma- 
terial available anywhere, Filled 
with ideas to increase gallonage 
and TBA sales the year ‘round. 
Write for your free copy today! 


























Wh 


201 Printcraft Bldg. 





AITITHPIOISITIEIR 


com 


Indianapolis 4, Indiana 









































NATIONAL PETROLEUM NEWS * 





much according to pre-conceived pat- 
terns, in the making of which the 
dealer has had little or no voice. 

The API has provided a forum for 
expression of the views of both dealer 
leader and major company executive. 
That is its Service Station Advisory 
Committee. 

This development is a source of spe- 
cial satisfaction to dealer leaders. 
They’re responding, but they can’t 
help feeling it “remains to be seen.” 

As Nelson Maynard, president of 
the National Congress of Petroleum 
Retailers sees it: 

“Though the . . . committee has so 
far taken no affirmative action to alle- 
viate dealers’ problems, we feel that 
the personal acquaintanceship and 
growing confidence which it fosters 
are indispensable first steps to the 
realization of important goals. 

“I look forward to many helpful 
meetings between dealer association 
representatives and marketing vice 
presidents of major companies during 
1954 and 1955. These meetings, if 
the promises of 1953 can be fulfilled, 
should help to alleviate the economic 
inequities which are causing 30% 
turnover in service station operation 
every year.” 

Waiting to See—At the same time, 
Maynard observes: 

“Our belief that economic malad- 
justments within the petroleum indus- 
try can be corrected through good in- 
dustry relations is still primarily an 
article of faith and not yet a demon- 
strated accomplishment. It remains 
for those who formulate policy for 
the major integrated companies to 
show that our faith is justified.” 

Thus, he expects this year, and next, 
to be “years of decision for the oil 
industry.” 

NOSJC Helps, Too—A “lot” of mis- 
understanding between jobbers and 
dealers already has been overcome 
through the work of the Service Sta- 
tion Liaison Committee of the Na- 
tional Oil Jobbers Council, in the 
opinion of its second chairman, W. 
Tom Jones, Bama Oil Co., Mont- 
gomery, Ala. 

“This job never can be completed, 
of course,” he says. “But I’m sure a 
definite feeling of friendship between 
NOJC and NCPR has grown since the 
first meeting of our respective com- 
mittees about two years ago. We've 
learned each other’s purpose and in- 
tent. We've tried to work out problems 
which in many cases are mutual prob- 
lems—tried to arrive at a common 
understanding. 

“And I believe it’s been time and 
effort well spent.” 

(Continued on page 47) 
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@ When something goes wrong with your air compressor, it has to be 
fixed fast .. . to put your air pump, grease guns and car lift back in 
operation. 

Westinghouse Air Compressor distributors know how much you and 
your customers depend on your air supply. So they are ready with parts, 
equipment and experienced workmen to put your air compressor back 
in the running—in a hurry. 

Just call your Westinghouse distributor if your air compressor hap- 
pens to conk out. He’s listed in the classified section of your telephone 
directory under Air Compressors. 


Your distributor carries a full line of 
Westinghouse Air Compressors for immediate delivery 


Westinghouse Air Compressors come in a wide range of models and 
sizes to meet all your air requirements, large or small. As an example, 
the Westinghouse “Y” and “G” compressors are available in sizes from 
1% hp up to 15 hp, with capacities from 2.7 c.f.m. to 68 c.f.m. 


Westinghouse Air Brake 


COMPANY 





INDUSTRIAL PRODUCTS DIVISION (XX) WILMERDING, PENNSYLVANIA 


Manufacturers of air compressors, pneumatic cylinders, actuators, air control devices 
of all kinds, engineered pneumatic control systems, and front end loaders. 


Factory Branch: EMERYVILLE, CALIF. Distributors throughout the United States...Consult your Classified Directory. Distributed in Canada by: Canadian Westinghouse Co. Ltd., Hamilton, Ont. 
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ANNOUNCING 
ANOTHER BENNETT “FIRST” 


Tin-Plate 
Dome Top 


AT LAST COMBINES 
BEAUTY AND STRENGTH 
—IN BENNETT'S NEW 


Utility Can 


BEST SALES BOOSTER since the invention of the pail — 


eye-appeal added to corrosion resistance — at no extra cost! 


Your customers will show quick approval of this sales-building opportunity now. Specify 

this sparkling ““Take me home”’ utility can. Bennett’s New Utility Can with the tin- 
You'll find your sales of motor and fuel plate top. 

oil, kerosene and gasoline, increasing sharply Sizes .. . 2, 2%, 3 and 5 gallons. Litho- 

when you display this most eye-catching, graphed with any label, or in plain colors. 

yet most practical, container of its kind. Its 


shining, longer-lasting tin-plate top—at no 

additional cost to you—can simplify your a 

selling. You can easily point out less ten- all 

dency to rust and smarter appearance, both fl (| S il e S 

in the same tin-plating feature. B re 
So look ahead in your sales-planning, as Peotone, Illinois 


we at Bennett Industries look ahead in our 60 WA.ES QEYTN OF CHIGASS 
engineering and design. Take advantage of Chicago telephone: I Nterocean 8-9480 
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Maynard believes that .the good 
liaison and understanding between 
NCPR and NOJC could well be a 
model for our relations with the sup- 
plying segment of the industry. 

NCPR, he adds, is “doing every- 
thing possible” to get on the same 
footing with major company groups 
as it is with NOJC. 

There Are Other Reasons—But 
stiffened competition isn’t the only 
reason for the changed attitude of 
many suppliers. 

Turnover of dealers and their help- 
ers has been uncomfortably high. 

Suppliers have seen competitors 
profit by close teamwork with dealers. 

Dealers’ gripes have had their ef- 
fect. 

The realization has spread that 
brand acceptance alone isn’t enough; 
what the public thinks of the indus- 
try, too, is important to the individual 
company. 

“The industry’s contact with the 
public is pretty tenuous when you 
consider that the point of contact, for 
the most part, is the retail station,” 
says a top West Coast marketing 
executive. 

Eyes on the Dealer—Thus the deal- 
er is the focal point for more atten- 
tion than he’s received in years. Par- 
ticularly vocal on this score have been 
West Coast sales executives. 

Says one: 

“On the whole, management atti- 
tude toward dealers has been poor for 
many years and still is. They have a 
habit of regarding all dealers as dumb 
clods. But management people who 
have that attitude underestimate deal- 
ers. 

“Sure, a lot of management men 
are changing their thinking. Every- 
body talks about this problem. But no 
one does anything about it. 

“Someone ought to give them a 
swift kick. And they should kick the 
dealers, too.” 

Declares another: 

“There is an intangible problem in 
the manner in which men in the sta- 
tion represent a company. If there is 
freedom of thinking in their contact 
with the public, dealers can be of 
service to the company and the indus- 
try. One of the problems is to help 
men understand the basic economics 
of the industry so we can get them 
away from their ‘monopoly’ thinking 
—from thinking that, because we are 
big business, we are bad, or that we're 
scheming to make it hard for a dealer 
to run a profitable operation and other 
beliefs.” 

Says _ still 
executive: 


another West Coast 
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“Our aim is to eliminate the hiatus 
between suppliers and retailers.” 

Special Direction Asked—One way 
of doing it, suggests Adrian Ogle, vice 
president of NCPR, is to establish 
dealer relations units in supplier com- 
panies, separate from the marketing 
departments. 

Ogle says: 

“Sales representatives pressure deal- 
ers all the time, even though it may 
be against company policy. For ex- 
ample, they make dealers stay open 


all night in hopes of picking up a few 
extra gallons, and that may not be 
profitable for the dealer. 

“If it makes money, that’s okay; 
but otherwise it is not. 

“Salesmen are so greedy for gal- 
lonage that never a day goes by but 
what some salesman doesn’t make a 
dealer get his price down. 

“Again, that may be against com- 
pany policy. But he does it anyway. 

“An impartial dealer relations de- 
partment could solves that problem.” 


REPLACE CAPS 


RADIATOR 


a golden sales opportunity 
when you lift the bood 


When you serve gas, check radiator and oil, in- 
spect the caps. If worn, dirty or defective, suggest 


replacement. 


Your customer will enjoy better 


operation. You'll enjoy new, fast, no-labor profits! 


basic stock for most cars 


Concentrate on the Complete 
EVRSEAL 


. a 


Line. Cabinet No. 


68, Merchandisers No. SOA- 
400 and No. PRA-500 will give 
you a basic stock of fast-moving 
caps to service most cars for a 
very nominal investment. 


merchandisers 


> 
— | 


No. 
Write for EVRSEAL 1954 Car SOA-400 
Application Wall Chart and 
complete catalog information 


on recommended basic stock 
. naming your jobber. 


eZ 


PRA-SOO 


STANT MANUFACTURING CO., INC. 


Connersville, Indiana 


Used on America’s Finest Automobiles 


as Standard Equipment 
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New suit looks smart... on the driveway... 


or away from it 


How Companies Are Raising Dealer Dignity 


General Petroleum has designed a 
business suit as a replacement for the 
usual service station uniforms and is 
encouraging its dealers to change into 
“business clothes.” 

This is a novel approach to the in- 
dustry problems of enhancing the 
status of service station dealers. Sev- 
eral companies have been studying the 
problem, trying to devise ways of re- 
moving the stigma which some men 
believe is attached to service station 
business. 

As a business suit, the apparel was 
designed so it could be worn away 
from the station—to a club lunch, 
movies or any social function. By 
removing a Flying Red Horse badge, 
the dealer changes from his station 
attire into off-duty attire. 

GP introduced the business suit 
this spring. Socony-Vacuum, GP’s 
parent company, has not adopted the 
idea but has it under consideration. 

Dan Hicks, GP merchandising spec- 
ialist, sparked the idea when he argued 
that dealer-employe morale could be 
boosted by doing away with tradition- 
al station uniforms. 

“Service station dealers are business- 
men, working in a highly respected 
business,” said Hicks. “But for years 
many oil companies have sponsored 
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uniform programs that did little to 
add to the dignity of the dealer as 
an important businessman in his com- 
munity.” 

The new outfit consists of an Eisen- 
hower jacket, matching trousers and 
overseas cap, all in attractive woolen 
or cotton twill. The only company 
identification is the Mobilgas emblem 
on hat and jacket badges that are 
readily removable. 

Hicks and his associates overcame 
the objection that oil and grease would 
ruin any good-quality suit, by de- 
signing one tough enough for every- 
day work around a station, yet still 
tailored enough to look presentable 
for off-station wear. 

Furthermore, they pointed out that 
shop coat or coveralls could be slipped 
over the outfit when there was a messy 
job to be done. They also said that 
the cost of the business clothes would 
be offset by fewer cleanings (color of 
the material doesn’t show ordinary 
soiling), fewer pressings (the material 
holds a press longer), and by the fact 
that they supplement the dealer’s 
wardrobe as sportswear. 

In addition to dealers, GP distribu- 
tors and tank truck salesmen have 
been offered the business clothing. The 
cost is low, and it is payable in four 


monthly installments. 

GP is mindful of the influence of 
a woman’s opinion. Company officials 
hope that the spruced-up garb will 
appeal to wives and girl friends. One 
aspect of the problem is that some 
women feel that a work uniform de- 
tracts from the husband’s dignity. 

The business clothes project forms 
part of a GP program aimed at en- 
hancing the dealer’s status in the com- 
munity. Basically, as one company 
executive put it, the abandonment of 
the uniform “illustrates the company’s 
deep belief that it helps dealers up- 
grade their own opinion of their 
work.” 

Measures that have been taken (by 
GP and others) to advance dealer 
status include the following: 

1. GP stations no longer display the 
company name—just the brand 
and the dealer’s name. 

. GP communications feature the 
dealer’s status as an independent 
businessman. 

. Longer-term leases are being 
written by some companies. The 
object is to instill a greater sense 
of security and independence. 
Richfield of California, for ex- 
ample, recently announced a 
policy of three-year leases for 
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CLEAR- 
VISION 


Clear-Vision Doors pay for them- 
selves two ways: looking out, and 
looking in. They enable the attend- 
ant to watch the pumps for prompt 
service when needed, yet keep busy 
when no customers are there. And 
those wide glass panels are a show- 
case, displaying the activity within 

. reminding the motorist to get 
his car properly lubricated. They’re 
real business builders! 


Available in 
THIN-LINE or REGULAR 


Construction ip TERHEAD |] DOO; 


The “OVERHEAD Door” Clear- BS oe 
Vision models come in two styles: 
Thin-Line, with sturdy %” alumi- assures BEST PERFORMANCE! 


num muntins and continuous hinges 


between sections (as shown above) OVERHEAD DOOR CORPORATION 


n . Dept. NP-1, Hartford City, Indiana 
or Regular, with rugged wood stiles : Meadbectesing Ghiiiees 
and rails (below). Both are finest America’s Groot Heme in Hillside, N. J. Cortland, N. Y. Oklahoma City 


QuALITY Doors Meshue, WH. Lewistown, Pa. Guim, Tae. 


quality, smooth in operation, a Portland, Ore. Glendale, Col. 


smartly modern in appearance. ' NATION-WIDE Sales - Installation - Service 





Also — the Outstanding 
Industrial Doors on the 
Market... for 
Warehouses, Bulk Plants, 
and Fleet Garages 





Regular Construction Clear-Vision Door Industrial Doors to Fit Any Opening 
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NE REVOLUTIONARY 
PORTABLE LUBRICATOR 





Air Primed...No Compressor Needed 


% Ideal Portable Unit—for everyday or auxiliary use . . . indoors, 
outdoors, anywhere! 


% One Hand Operation . . . has handy carrying strap! 
% Holds 5 Ibs. grease 

% Powerful... Pressure to crack any fitting! 

% Light weight ... only 15 Ibs. full! 

% Visual grease level indicator 

%& Easy to Fill. . . by hand or with gun filler unit. 


% Volume control nozzle . . . full swiveling . . . with pressure 
booster feature 


% One year guarantee 


See your ARO Jobber 
THE ARO EQUIPMENT CORPORATION, BRYAN, OHIO 


Aro Equipment of Canada, Ltd., Toronto 1, Canada 


; ® 
LUBE EQUIPMENT 
. Also... AIR TOOLS... AIRCRAFT PRODUCTS 


. ». GREASE FITTINGS 
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dealers with good performance 
records. 


grading of station sites. This 
entails selection of only those lo- 
cations which promise a month- 
ly volume of at least 25,000 gal. 
Because a station selling that 
amount of gasoline has an an- 
nual gross income of over $100,- 
000, the dealer’s self-esteem as 
a substantial businessman is 
thereby enhanced. 


4. Upgrading of men through up- 
| 


5. GP helps boost the dealer’s status 
in his community by providing 
him with films or other material 
for service club programs. 


6. GP also helps dealers stage 
“small economy runs” for high 








BUSINESS SUIT was chosen by General 
Petroleum with an eye toward pleasing 
its female customers as well as the men 
who wear the new ensemble 


school students, patterned after 
the well-publicized annual Mo- 
bilgas Economy Run. 


7. GP is willing to join in the deal- 
ers Oil Progress Week fes- 
tivities. One dealer who had a 
coffee-and-doughnut OPW open 
house was able to show off an 
attractive display arranged by a 
district sales representative. 
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Retail gasoline business can be good business. 

That is the contention of supplier companies, and it is a point they 
attempt to make when recruiting prospective dealers. By “good busi- 
ness” it is meant that incomes are as good or better than a man would 


ordinarily expect to earn. 

NPN recognizes that this is a 
controversial point. Suppliers 
can cite cases of dealers who earn 
$10,000, $15,000 and even 
$25,000 a year. 


But dealer groups point to men who 
barely make $1 an hour and empha- 
size that they put in long hours doing 
hard, dirty work. 

At least one major oil company has 
made a survey of dealer incomes to 
determine what the average is and 
whether there is a relationship be- 
tween income and business volume. 
Results of the survey have not been 
disclosed. 

Stories NPN has done on individual 
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dealer operations indicate there are 
many net incomes in the range be- 
tween $5,000 and $10,000 a year. 
However, NPN’s information is not 
comprehensive enough for any con- 
clusions. 

Recently, an official of the National 
Congress of Petroleum Retailers de- 
nounced attempts to present service 
station business as an attractive busi- 
ness. Cash B. Hawley, second vice 
president of the association and him- 
self an operator, asserted, “Most of 
the nation’s service station operators 
just get by. It isn’t a good living. 
Most of the time it barely qualifies as 
an existence.” 


NEWS 


“Even the Dun & Bradstreet survey 
could show a total average income of 
only $4,600 including all forms of 
compensation and profits or about $1 
an hour for the 90 hours a week most 
service station operators work,” de- 
clared Hawley, addressing the Buffalo 
(NY)-Suburban Gasoline Retailers 
Assn. 

In the following pages, NPN pre- 
sents case histories of successful deal- 
ers who bear out the contention that 
“retail gasoline business can be good 
business.” Representing eight different 
regions, they are dealers selected at 
random from lists of good dealers 
not necessarily the best. 

One thing they have in common is 
that in each case, the dealer had to 
overcome some obstacle or misfortune 
to achieve a good business. The stories 
tell how they overcame the handicaps 
and point out the success factor. 




















If you're a motorist 


who’s just 
eased his car into Chris’ Richfield 
Service, lst and Broadway, Santa Ana, 
Calif., chances are that your first im- 
pression will be agreeable. 

For one thing, if there’s space 
alongside one of the two three-pump 
islands, you'll get service on the run 
from a pair of blue-uniformed at- 
tendants within seconds after your 
car stops. But if business is bustling 
and there’s someone ahead of you at 
the pumps, it’s still likely you'll be 
happy with the initial contact because 
your arrival will be instantly recog- 
nized with a “Be right with you!” 

While your car is being serviced, 
that favorable first impression will be 
confirmed by the friendliness of the 
attendants. Somehow you get the idea 
that they really care about the car’s 
condition. If there’s a need beyond 
routine gasoline, oil, battery, tire, radi- 
ator and windshield servicing, they 
call it to your attention as if they 
know what they’re talking about. And 
you'll be pleasantly surprised when 
one of them checks the air in the 
spare without being told to. 

When you leave, chances are that 
the entire experience, however brief 
and routine, will make you want to 
return to that particular station next 


$2 


SERVICE ON THE RUN is Chris Rowenhorst’s motto—and he follows it to the 
letter. His reputation is built on speedy service in a friendly, reliable manner 


time you're in the neighborhood. 

Such an inclination on your part 
is the end result of many hours of 
thoughtful planning and hard work 
on the part of 28-year-old Chris Row- 
enhorst, the station’s lessee and chief 
dynamo. But it wasn’t that way a 
little more than two years ago betore 
Chris put up $5,000 and took over the 
lease. 

Some of the conditions that pre- 
vailed then remain today. The station 
is located on the outer perimeter of 
Santa Ana’s rather compact downtown 
business district, four or five blocks 
from its main intersection. It is with- 
in the no man’s land usually created 
by an expanding business area—where 
homes of an earlier generation grad- 
ually yield ground to stores. 

The station is about as close to the 
commercial center as it’s possible for 
any station to be—an advantage, ex- 
cept that a number: of others are in 
the same location. Two of them, in 
fact, are on corners adjacent to Chris’ 
establishment. On the fourth corner 
is a former filling station converted 
to a drive-in laundry and dry cleaning 
shop. 

One of the stations is a modern 
Signal Oil Co. (Standard of California 
division) outlet. It features parking 
facilities and S & H green stamps. 
The other is a private-brand self-styled 
“cut-rate” station which curbposts 
26.9¢ for regular-grade gasoline, or 
2¢ under the Richfield price, and 
stresses tire sales. 

There are stoplights on the corner 
and traffic is rather heavy for this city 
of 60,000, 32 miles southeast of Los 
Angeles. 

In February, 1952, when Chris 
moved in, the station was unsatisfac- 
tory in appearance, operation and 
volume. It was dirty, untidy and 
needed paint. Lubrication and other 
equipment was outmoded. The book- 
keeping system, such as it was, created 
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MECHANICAL SERVICES keep Chris 
and his employes busy 


problems rather than solving them. 
The employes were mostly on a part- 
time basis and left much to be de- 
sired; Chris retained just two. There 
was plenty of competition in the 
vicinity and the residents in the some- 
what rundown neighborhood had es- 
tablished their buying habits years 
before. 

Chris was convinced that he knew 
exactly what to do to overcome these 
obstacles—and he did it. Although 
success was quick and _ substantial, 
it did not stem from some flash of 
inspiration. Rather was it based on 
two thoroughly practical elements in 
his background: mechanical aptitude 
and salesmanship. 

Only 26 when he leased the station, 
he nevertheless had nine years of 
solid mechanical experience behind 
him. It began in 1943 when he trained 
as an engineer-gunner in the Air 
Force’s B-17s and B-29s. Back in 
civilian clothes in 1946, he spent sev- 
eral months at two major company 
training stations in Orange County. 
“That’s where I learned that salesman- 
ship doesn’t just come to you,” he 
says, “but that you’ve got to push 
yourself.” Sometimes he had to do 
precisely that, as, for example, when 
the station manager told him, “Go out 
and sell that lady a set of spark plugs.” 

He then put his savings into a 
neighborhood garage with three gaso- 
line pumps as a more or less incidental 
attraction out front. Though it was 
a private-brand (Harbor Refining Co.) 
outlet, Chris built the gallonage up 
from 5,000 to 7,500 per month while 
developing a flourishing car repair 
business. After four years he was 
ready for something bigger. 

That was when he leased his present 
station. Subsequently, drawing upon 
his mechanical flair and sales training 
and experience, he took 10 steps 
which contributed to the meteoric im- 
provement of his business: 









America’s Finest STATION LIGHT 


Costs No 


The Compco 
“STATION MASTER”’ 


(fully enclosed) 


available in both 8 ft 

& 4 ft. lengths—can be . 
installed individually | 
in continuous rows | 


os long as 32 feet 


The Compco 
““STATIONAIRE”’ 


fopen type 


in 8 ft 
and 4 ft 


lengths * 


The Compco 


“ISLAND LIGHTER’’ 
combining high efficiency 


Compco “MV” 
olor corrected Mercury 
Vapor Island Lights 

in 16 dia.and20 dia 


with extra low cost 
in 4 ft. lengths only 


USED & APPROVED BY MANY MAJOR OIL COMPANIES 


Many of the leading oil companies, after thorough 
investigation, have adopted Compco high efficiency 
station lighting. Write for names. 
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Than Ordinary Lights 


BRILLIANTLY CLEAR, GLARE-FREE 


Compco Station Lighting 


Natural “daylight” illumination—with no greenish cast 
and no harsh glare—intense, soft and inviting—that’s what 
you get from Compco’s overhead island lighting equip 
ment. It attracts more customers. It results from 
Compco’s exclusive high efficiency features—slim-line 
lamps, 15° angle, full 28” width light, heavy baked-on 
reflective white enamel—and costs you no more than ordi 
nary station lights. 





Ruggedly Built, Completely Weatherized 


In every detail, Compco station lighting units embody 
the highest quality in material, design and construction 
They’re built to last, to give years of satisfaction under 
toughest conditions. In addition, they’re weatherized, 
triple-sealed and gasketed against rain, snow, moisture 
and bugs. They carry a written guarantee against mé« 

chanical and electrical defects for 16 months from dat 
of shipment. 


Easy to Install and Maintain 


Because of the completeness of the Compco line, you can 
get a Compco station light set-up that best fits your indi 
vidual requirements. Exclusive Compco pole spacing ad 
justability eliminates all installation problems. Compco’s 
exclusive heavy gauge one-piece body assures greater 
rigidity and longer life. These are the easiest station 
lights to install, maintain and service. 


Send for Catalog 


illustrating complete Compco line 
of high efficiency station lights, 
giving full detailed specifications 
and prices. 








CORPORATION 


2251 W. ST. PAUL AVE., CHICAGO 47, ILLINOIS 
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X SERVICE STATION SECTION 


1. Station appearance. With paint 
brush and scrub brush, he restored 
the two-canopy standard Richfield-de- 
sign facility to its original good looks. 
He emphasized it clean lines by re- 
moving all clutter from the islands. 
Today, there’s only one product sign 
(Champion spark plugs) along its 
entire 215-ft. two street frontage. The 
front of the centrally-located sales- 
room is not unduly congested: there’s 
a Coke machine; tire, oil, additive and 
windshield wiper displays; quick 
charger and a newspaper rack. 


2. Equipment. Chris plowed as 
much profit as he dared into new 
mechanical aids, He bought an Iron 
Tireman, impact guns for wheel lugs, 
new lube equipment and the latest 
tune-up devices—“You need ’em for 
speed and accuracy.” 


3. Personnel. He hired good men, 
trained them himself where necessary 
and paid them well. Today, his four 
steady and four part-time employes 
average from $81 to $125 weekly. 
Remarkably, all are as alert, cheerful 
and solicitous as the boss. 

They sell—but not too hard. “The 
worst possible thing is to sell some- 
body something he doesn’t need,” 
Chris declares. 


4. Attitude. Chris sets the pace for 
his men by emphasizing friendliness 
toward all customers. As a result, most 
business transacted at the station is 
done on a first-name basis. Customers 
walk into Chris’s office, shout a greet- 
ing and use the telephone without 
asking. 

Asked why he traded there, one 
motorist replied: “I like the service 
and besides, he’s a swell guy.” As for 
Chris, he says simply, “I like to meet 
the public.” 


5. Salesmanship. Bob Haefner, the 
Richfield district representative in 
Chris’s area, ascribes his success to 
the fact that, “He’s gone out and 
asked for the business.” (Not, though. 
in the sense of door-to-door solicita- 
tion which Chris hasn’t found neces- 
sary.) Haefner also comments that 
Chris has used all of Richfield’s sales 
aids and accepted all suggestions 
emanating from the district office. As 
an example, he said Chris has used 
around 13,000 neoprene Sav-A-Bear- 
ing zerk fitting caps in the past six 
months. Also, he’s taken readily to 
Richfield’s “lubrofile” lube follow-up 


system. Though it was introduced only 
last fall, he already has 500 names 
in it. 

Chris’s philosophy of salesman- 
ship is this: “You don’t get the busi- 
ness by standing around.” He also 
believes that if a customer gets “real, 
personalized service, then he’s got to 
come back.” 


6. Mechanical services. Chris is 
strong on this point. “You’ve got to 
be damned mechanically-minded to 
stay in business these days. I'll take 
on any job—you can’t turn anything 
down. If you take ‘em all on, you'll 
find that within the year they'll all 
buy their tires and gas from you.” 
Accordingly, all his attendants are 
mechanics who can perform brake 
work, transmission jobs and tune-ups. 
Chris even advertises automotive re- 
pairs with free pickup and delivery 
service in the telephone book and 
newspapers. 


7. Credit and bookkeeping. One of 
the first things Chris did when he 
took over was to buy a new cash 
register. He stressed credit card busi- 
ness until it amounted to a third of 
his gross. Another quarter of it was 
credit that he carried himself, con- 
sisting of large stores and such con- 
cerns as a periodical delivery service 
that didn’t want its drivers to carry 
credit cards. He is steadily whittling 
down this type of credit but not to 
the point of losing business. He likes 
Richfield’s new budget plan which 
provides for 10% down and 1% per 
month for either three or six months. 
For over-all station records, he uses 
a mail follow-up system. 


8. Premiums: Chris offers custom- 
ers the Penny Bonus plan— a l¢ 
coupon for each 50¢ of trade, redeem- 
able in kind only at his station. The 
bonus doubles when the motorist 
orders the tank filled, thus is tant- 
amount to a 4% discount. Station em- 
ployes have found that it pulls cus- 
tomers from remote neighborhoods. 
Says one: “A quick way to find out 
how they like it is just don’t hand it 
to them.” 


9. Sidelines. Chris’s station is a dis- 
patching and receiving point for the 
U-Haul Co. nationwide trailer ser- 
vice. Trailers on hand vary from 5 to 
25. They net Chris $200 monthly. He 
makes a point of lending them with- 
out charges to churches and civic 


groups. 
The station also acts as sales agent 
for a nearby recap shop. 


10. Hours. The station is open daily 
from 6 a.m. to midnight and an hour 
less on Sunday. When Mrs. Rowen- 
horst is queried on the secret of her 
husband’s success, she answers crisp- 
ly, “Fourteen hours a day.” Living 
only five blocks from his place of 
business, her husband is not an un- 
familiar figure at the station on Sat- 
urdays, Sundays and holidays. 

The operation isn’t perfect, of 
course. The small accessories display 
inside the salesroom is unimpressive 
and prices are not easily visible. There 
are piles of used tire casings in places 
where they shouldn’t be. The wash- 
room, while clean, doesn’t measure up 
to the high standards of service else- 
where on the premises. 

However, Chris’s 10 steps have 
proved highly effective. In two years 
average gallonage has moved from as 
low as 11,000 to above 30,000 (the 
station’s storage capacity is 8,000 gal., 
clipper-delivered from Los Angeles). 
He sells around 1,600 quarts of oil 
a menth. 

His April gross was $12,000, con- 
sisting of $8,000 in gasoline, $2,650 
TBA and oil and $1,200 in lube, re- 
pair, wash and other ‘labor’ jobs. He 
expects his 1954 gross to be some- 
where between $150,000 and $175,- 
000, and net profit 6 or 7% of that. 

He’ll continue to pour earnings back 
into the business. Richfield last month 
began an $8,000 remodeling project 
that will increase his rent but will add 
a much-needed second lube bay with 
all overhead equipment. When it’s 
done, both lube bays and the wash 
rack will be enclosed instead of door- 
less as at present. 

Also, he’s about to buy a new Mc- 
Caskey all-electric cash register and 
bookkeeping system that brings each 
customer’s account forward every time 
a purchase is made. 

A long, critical look at the Rowen- 
horst operation leaves the impression 
that appearance, modern equipment, 
convenient credit and attractive side- 
lines such as recaps and trailers have 
been valuable in building this station’s 
business. Yet, it is overwhelmingly 
apparent that men—aggressive, agree- 
able, mechanically-apt men—rather 
than machines have made Chris’s Rich- 
field Service a standout success even 
for Southern California’s boom-blessed 





MORE SUCCESS STORIES ON FOLLOWING PAGES 


economy. 
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Now...Dramatic Proof! 


The operator does the work with the old-fashioned 
hydraulic jack. Light on wrist traces stooping, pump- 
ing .. . wasted time and motion. 


Air does the work with the new Big 4 AIR LIFT 
jack. A simple twist of the wrist touches air chuck to 
valve, lifting car surely . . . quickly. 


NEW Airlift BUMPER JACK 


MAKES ONE OF YOUR TOUGHEST JOBS 


Push Button Easy! 


ZS Speed up tire changing, brake work, all jobs 
that require a safe, quick method of lifting car 
wheels off the ground. Simply wheel Big 4’s space 
saving AIR LIFT (operates in less than two square 
feet) under bumper, touch your air chuck to the 
valve, and in seconds, the car is raised easily! 
Positive automatic safety lock holds jack in place— 
can’t drop. With the AIR LIFT you can actually 
lift cars as easily as you — tires! . . . and lower 
them at the touch of the conveniently located 
push-button release. 


Eliminates Costly Maintenance! AIR LIFT’s 
simple, rugged construction does away with ex- 
pensive, profit-eating repairs and replacements. 
Why settle for less when you get more... from Big 4? 


Get More... Get Big 4! 
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Make tire changing 
“Ad. ‘‘push-button’’ easy, too! 
Big 4’s revolutionary new Henderson 
AIR LOCK tire changer adds speed 
and convenience to another tough 
job. a a touch of air chuck locks 
wheel automatically in place. In 
addition to the AIR Lirt Bumper 
Jack, and Henderson AIR LOCK 
Tire Changers, the Big 4 line in- 
cludes a wide variety of tire tools 
and equipment. 


Write for Complete 
A Information 


INDUSTRIES, INCORPORATED 
Henderson Tire Changer Division 
CINCINNATI 12, OHIO 


Overseas Division © 276 West 43rd Street, New York 36, New York 





FLLHOS FLOW PASTS 





Through ROCKWELL ROTOCYCLE) 
METERS 


ALL-REVOLVING 
“FLO-WARD”’ DESIGN 
MEANS 


SPEEDIER 


AT BULK PLANTS 
AND TERMINALS 


With Rotocycle meters guarding your 
lines you can fill fast—load more 

trucks per hour or per day with less 
wasted vehicle time. It’s the superior 
Rotocycle operating principle that 
makes this possible. As opposed to other 
designs there are no valves or pistons 

to impede the flow. There are no 
oscillating parts, no winding passages, 
no metal-to-metal contacts—just a smoothly 
revolving rotor that spins with effortless 
ease. The motion is identical to that of 
an electric motor. Write for bulletins. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Chicago Dallas Houston 
Kansas City, Mo. Los Angeles New York Philadelphia Pittsburgh 
San Francisco Seattle Tulsa 
In Canada: Peacock Brothers Limited 





\ 


THE ROTOR is liquid capillary 
sealed. It turns freely on a shaft 
mounted in double stainless steel ball 


bearings to offer the least resistance 
to fluid flow. 


nal 


YOU CAN mm GE ROCKWELL 
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BOB ELLIOTT’S STATION is not a modern building, but the driveways are always 
busy, because Elliott says, “No customer should think he’s forgotten” 


Three growing youngsters and a 
wife can be supported on $70 per 
week. But there’s little chance to save 
money for any independent business 
venture. 

That’s the shape R. E. “Bob” El- 
liott was in about 242 years ago. 

Lacking a high school education, 
however, Bob felt he was doing fairly 
well as a “front-line man” for a Con- 
tinental Oil Co. lessee in Houston, 
Tex., at $70 a week. He never 
dreamed that one day he would have 
his own station. 

But he does have today. 

It isn’t much of a station, compared 
with some of the super stations of 
today. It’s a three-pump affair, one of 
Conoco’s older-type outlets, tucked 
away in an old neighborhood of 
Houston. There are few transit cus- 
tomers. 

But this station is netting the Elliott 
family around $900 per month now, 
which proves again that it’s mainly 
the man inside who sells, not station 
appearance. 

Bob’s big chance came about three 
years ago. 

At that time, H. L. Allen, Conoco’s 
commission agent in Houston, was 
looking for a good dealer to take this 
particular station. One of his sales- 


men, Ed Brooks, suggested Bob. 
Brooks had been watching him during 
the four years he worked for the 
lessee, and figured that, if given the 
chance, he would be a good dealer. 

So Bob was approached. To take 
the station would mean moving across 
town, to an entirely different neigh- 
borhood. But he snapped at the 
chance, especially when Allen offered 
to loan him the $2,600 needed for 
inventory and equipment. Bob didn’t 
have a dime to invest. 

Fourteen months later, Allen had 
been paid off. Starting with gallonage 
of 9,000 per month, Bob put his coun- 
try-bred personality and honesty to 
work and pushed that figure to 22,500 
by the end of May of this year. When 
he celebrates his third anniversary this 
November, he expects to be doing 
25,000 gal. per month. 

This increase in gallonage was ob- 
tained without any major repairs on 
the station itself. 

The reasons why Bob was able to 
succeed where others failed are sev- 
eral. Primarily, they can all be classi- 
fied under the heading of “super- 
service.” 

And he gave this service in the 
beginning with the minimum of help. 
His wife helped by working the cash 
register, taking care of the “paper 
work,” and even helping on the drive- 
way during his first year. 

Believing firmly that the sweetest 
music to a man’s ears is the sound of 
his own name, Bob set out to learn 
each customer’s name, and the names 
of his wife and kids. 

So today, he knows 90% of his 
customers by name. 

To show how faithful they, in turn, 
are to him, Bob recently decided to 
close his station on Sundays, so he 
and his three grease and wash service 
men could have a day off at the same 
time. 

He told his customers what he 
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CREDIT CHECK is given Elliott by 


one of his customers after sale 


planned to do, and none complained 
In fact, several said if they did happen 
to need gasoline on a Sunday, they 
would get “a dollar’s worth and then 
fill up at my place on Monday.” 

A visitor to Bob’s station will see 
this scene frequently: 

There will be from four to six cars 
lined up at the pumps, with two being 
serviced and the others waiting. But 
at those cars waiting in line will be 
two of the service men, washing wind- 
shields and letting the customer know 
that he hasn’t been “forgotten.” 

And Bob never asks if he can check 
under a customer’s hood. He just 
raises it and checks the oil, water 
and battery. He doesn’t know what 
his oil ratio is, but Ed Brooks of H. L. 
Allen says it is among the highest in 
the city. 

This service is what has put Bob 
across. He frankly admits he has 
asked only two people for their busi 
ness. 

And he has never cut prices, in 
a neighborhood where several low- 
priced private brand stations operate 

A neighborhood customer who 
visits him usually returns, and these 
customers in turn tell their neighbors 

“That’s the only reason I can give 
for drawing people in,” Bob says 
“Just person-to-person advertising.” 

Bob’s biggest problem now is find 
ing a good station attendant to help 
on the driveways. 

He says he would like to find a 
good man and train him so he can be 
relieved for an hour or two between 
6:30 a.m., when he opens the station, 
to 9:30 p.m., when he closes it. 

How long would it take him to train 
a man? 

“I would never get through training 
him,” is his reply. 

And what happened to the lessee 
where Bob was “front-line man?” He 
was out of business a few months 
after Bob left him. 

















The Story of . 


Tom Burns 


“In this kind of a location, there’s 
only one way to build a business . . . 
and that’s by selling service.” 

So says 48-year-old Tom Burns of 
Atlanta, Ga., who built his Gulf Oil 
service station business from 15,000 
gal. a month in 1935 to its present level 
of close to 80,000 gal. 

Tom Burns service station is located 
in the shadow of Emory University 
chapel at the intersection of North De- 
catur and South Oxford Roads in mod- 
erately fashionable Druid Hills, an At- 
lanta suburb. Customers are exclusively 
residential, both residents of the neigh- 
borhood as well as students at the 
University and doctors from nearby 
Emory University Hospital. The loca- 
tion services no main throughway nor 
any commercial traffic. 

But despite this, the Southeastern 
Gulf Division people consider Burns 
one of the most outstanding dealers 
in the four-state area. In this region, 
according to Gulf, where 1,000 gal. a 
day (exclusive of highway trucking) is 
considered good business, Burns will 
average better than double that. And 
on weekends, the figure is more than 
tripled. 

There’s no secret as to how Tom 
Burns has built his business. Stated 
pure and simply, he’s made service his 


58 









TOP-NOTCH STATION in collegiate surroundings is Tom Burns’ pride and joy. 
He has become an outstanding dealer and a top man in the community 


most important product, and in so 
doing, has made his station and him- 
self, an indispensible part of the com- 
munity. The brand new $65,000 sta- 
tion which owner Burns opened in 
November is proof of his success as 
well as the balance sheet for 1953 
which showed gross business receipts 
in excess of $275,000. 

Twenty-two years ago, Burns can.e 
to Atlanta from a North Georgia farm- 
ing community of Hartwell, near the 
South Carolina line. His first job was 
pumping gas as a salaried employe at 
the station that he was later to own. 

That was in 1932. The following 
year, he switched to a salaried job with 
Gulf as a service station supervisor. 
But by 1935, Burns decided he wanted 
to go back to running a station. The 
location he picked was the same spot 
where he had apprenticed in the gas- 
oline business. He leased the old sta- 
tion from Gulf. There was only one 
other gasoline station in the vicinity 
at the time—a Standard Oil station 
still located at the same spot. 

Burns set out to make his name 
known in the community. He had four 
pumps and one grease rack. Later a 
wash rack was added as business im- 
proved. But along came World War 
II. And with a generally residential 
community, Burns’ customers were 
virtually all “A” stamp ration holders. 
His staff was reduced to himself and 
one porter who easily handled the 
bulk of the business. Since he was not 
then, and is not now, equipped to 
handle general automobile repairs, 
Burns’ business depended on what little 
gasoline and accessories he could sell. 

Eye on Expansion—But by the end 
of the war, buisness began to pick up. 
It became apparent that his present 
facilities lacked sufficient storage 
space, access was inadequate and he 
needed double the number of pumps. 
In 1946, Burns bought a piece of pro- 
perty across the road from his station. 





CHECK CASHING is an extra service at 
Burns’ station 


However, there was one big trouble. 
It was zoned residential and at the 
time, there was little chance of chang- 


‘ing the classification. Nevertheless, 


Burns took a long chance and pur- 
chased the property at a cost of around 
$10,000. With a little levelling, it 
would prove to be an ideal location— 
on a long point formed by the inter- 
section of two roads. Access could be 
had from either street without en- 
dangering traffic with sharp or abrupt 
turns. 

Meanwhile business was growing at 
the station. And chief reason for its 
growth—which was later to show up 
as a 9% increase per year for four 
years running—was Burns himself. 

Over the years he has made it a 
point to get the name of every regular 
customer and use the man’s name the 
next time he calls. The policy works. 
As one of his customers reported: 
“Burns makes me feel that my busi- 
ness is pretty important to him. That’s 
why I keep coming back here, though 
the new Sinclair (about ten blocks dis- 
tant) station is closer to home.” 

Says Burns: It’s what you don’t do 
for a customer that drives him some- 
where else. When a man pulls in here 
for gas or information, or anything, 
he wants to be waited on right now, 
not in five minutes.” 

Burns also figures that he’s part of 
the community—not just a place of 
business that dispenses gas and fixes 
flats. He has a policy of cashing 
checks, regardless of whether a sale is 
made. According to Burns, by Sunday 
night closing, (10 p.m.) close to 90% 
of the operating funds are tied up in 
checks which have been cashed for 
customers. “Sure”, says Burns, “we 
get caught with a bad check now and 
then, but I figure it’s part of the cost 
of doing business.” 

That same line of reasoning 
prompted Tom Burns to carry a size- 
able number of Emory University stu- 
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Fast on the heels of a “saturation” advertis- 
ing campaign that invited motorists to MEET 
THE NEW CHAMP in premium gasolines— 
Skelly now backs up claims with proor— 
proof of extra mileage with the novel Skelly 
Mileage Meter that is now being distributed 
by the thousands... by Skelly Dealers 
everywhere. 


The payoff is in the traffic that is now 
crossing Skelly Dealers’ driveways—and in 
the profitable high “premium” gallonage 
that Skelly Dealers are now pumping. 


Want the complete story of why you'll 


make more money with Skelly? Write for 
all the franchise facts today! 


“the franchise with a future” 


Skelly 


mileage meters 
give customers 


PROOF 
of the extra 
mileage promised - 
by totally New 
Skelly Supreme 
Gasoline— 


the guaranteed new gasoline 


for modern motors! 


SKELLY OIL COMPANY Marketing Headquarters: KANSAS CITY, MISSOURI 


Division Offices: Kansas City ¢ Chicago « St. Payl « Omaha « ‘Cedar Rapids « Tulsa « Wichita « Denver « Dallas 
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UNDER-INFLATI: 


Islander Model 244 
AWT, with Tireflator, 
holds 25 foot air 
hose and 20 foot 
water hose fully re- 
tracted out of the 
way. 
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DON’T LET THESE 
THIEVES DRIVE 
GALLONAGE AND 
CUSTOMERS AWAY 


Night and day these two robbers take their toll of tire mileage 
—reduce tire life as much as 15% —cost you gallonage, 
good will, and loss of business. You may be an innocent 
accomplice if station pressure gauges are inaccurate. 

Eco Tireflators eliminate all guess-work in inflating tires. 
Simply set the dial to the required pressure (range 5 to 110 
lbs.) and apply the chuck. Tires are automatically brought to 
correct pressure, Islanders with Tireflator units put speedy 
automatic air and water service on your pump island. 

Eco Tireflators and Islanders are available in various 


models —Tireflator units meet Grade A Testing 
Specifications of the American Standards Association. 


JOHN WOOD COMPANY, Bennett Pump Division, Muskegon, Michigan 
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THE INDUSTRY’S BEST 


IS YOURS WHEN YOU SPECIFY 
Quick - Detachable 


WARREN (=== 


EMERGENCY VALVES 


Leakproof, Light- 
weight Welded 
Seamless Steel 
Tube Construction 


The heart of the performance-proved 

WARREN Emergency Valve System for LIGHT WEIGHT 
petroleum tank-trucks and trailer-tanks (less than 15 Ibs.) 
is this dependable, fabricated WARREN 

air emergency valve. its compact, 

modern design eliminates the potential hazards of leaky packings and stuffing 

boxes, of porous castings, etc., that can develop in complex oldstyle construc- 

tions. (WARREN Emergency Valve is abaheded by U.S. Patent No. 2589346; 

WARREN Emergency Valve System by U.S. Patent No. 2600977). 


You can see at a glance some of the unique construction 
features of WARREN Emergency Valves. Others are evident only 
on closer inspection or in actual use. 

All of these features have been developed and engineered into 
WARREN Valves to provide greater service and longer life—to 
insure maximum safety with trouble-free operation—at low original 
cost and with virtually no maintenance expense. 

Proof of their performance is shown in the preference for 
WARRENS as expressed in purchases by leading transport equip- 
ment manufacturers, by safety-conscious oil companies and trans- 
porters, large and small. 

How about you? Can you afford to provide less than the best 
possible protection for your equipment and your drivers . . . for 
your delivery points . . . for the general public? 

To get the Industry’s best valve value: Install WARREN Emergency 
Valves on your present equipment—Specify the WARREN Emergency 
Valve System on your new equipment. 


Write for Complete Information Today! 


Manufacturers of Snap Seal Safety Lamps 
and Custom Built Machinery Since 1901. 


BEIIS MACHINE CO. 


WARREN PENNSYLVANIA 
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dents on monthly credit. Ordinarily 
college students cannot get a credit 
card on their own name. So Burns al- 
lows them to sign for gas on a monthly 
billing basis. Risky? Burns say that he 
charges off less than one percent per 
year as bad debts on all his billing 

Another feature of the Burns idea 
of service is use of the telephone. 

The way he figures it, most stations 
have just a pay phone hanging on the 
wall. That serves as the station phone 
as well as customer convenience. But 
Burns has two private lines into the 
station. One is located in the office and 
is listed for incoming service calls— 
batteries down, flats, etc. The other is 
in the station display room and is 
available to anyone who wants to use 
it. Chief phone customers are neigh 
borhood children who call home for 
permission to go to the movies across 
the street or want their parents to pick 
them up after the show. Burns says 
the phone policy may not sell much 
gasoline, but it helps promote good 
will. 

Service like this built Burns’ busi- 
ness by 1952 to about 40,000 gals 
monthly. So he decided to do some- 
thing about the lot across the street 
Though it had been zoned residential, 
when Burns applied for a change, not 
a single voice in the community was 
raised in opposition. 

Construction began last year and 
the $65,000 station was ready for busi- 
ness by November. Burns was now 
equipped with double the capacity he 
had earlier. There were now eight 
pumps instead of four; two grease 
racks instead of one; and one drive 
through wash rack. In addition, there 
was plenty of parking and storage 
space as well as an office. His total in- 
vestment now was about ten times 
what he had originally put into the 
business in 1935. 

Sales have been steadiiy increasing 
Peak sales at the former location hit 
49,500 gal. in the last month of oper- 
ation. First month at the new location 
exceeded 60,000. Since then, it’s been 
a steady climb upwards to the current 
rate of slightly over 79,000 gallons 
without commercial traffic. Burns fig- 
ures the capacity of the station is prob- 
ably around 100,000 gal. and estimates 
that he should be close to that by some 
time next year. 

Tom Burns is a modest man. He is 
emphatic in saying that the business 
could not have been built without the 
full cooperation of the men who work 
with him. He stresses the fact that the 
men work with Burns and not for him 
During operations which are from 
7 a.m. to 10 p.m., there is no boss on 
the scene. Every attendant has access 
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LUBRICATING SYSTEMS 
To Fit Any Plan 

















When grease drums are stored 
in separate lube room, lubri- 

cants are pumped to hose reel 

units through easily installed 

Piping arrangement. 


U.S. HOSE REELS 

Individual hose reel units can be mounted in any desired 
combination of chassis lube, air, water, motor oil or gear 
lube assemblies. They are strongly constructed, durable, 
and equipped with a spring-actuated start-stop mechanism 
which saves you countless steps. Attractively finished in 
baked enamel. Complete line of high and low pressure 
control nozzles, and nozzles with totalizer meters to handle 
every lubrication requirement. 


BRAND DISPLAY PUMP UNITS 
Designed for use with Hose Reel Lubrication Units. Covers 
and air-operated pumps are mounted over grease drums, 


a 
eg | 

Where separate <~—¥ of 
lube room is not available, “~~ _‘' (—) 
grease drums can be housed in  ¥=>~— 
attractive Wall Liner Unit in service * 
bay—with piping layout as indicated \ 
by dotted red lines. \ 














with all piping connections at the back of unit. Equipped 
with air-operated lifting mechanism for easy replacement 
of empty drums. 


SERVICE BAY BACKGROUND UNITS 
Beautifully finished Stationary Wall Liner houses air- 
operated lube pumps and grease drums. Provides attractive 
background where layout necessitates keeping grease 
drums in service bay. Equipped with air-operated lifting 
mechanism for easy drum replacement. Can be flanked 
with matching service desk and portable oil drain units. 


Write for descriptive literature 


AIR COMPRESSORS e HYDRAULIC LIFTS e LUBRICATING EQUIPMENT 


UNITED STATES AIR COMPRESSOR CO. 


5300 HARVARD AVENUE e 


CLEVELAND 5, OHIO 
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to the cash register and all know the 
combination to the company safe. 
Burns tries not to have older and more 
experienced men saying “don’t do it 


~ 


% SERVICE STATION SECTION 


that way” to the younger men. He 
trains by example and never criticizes 
a man within the hearing of another. 

In addition to Burns there are seven 


full-time servicemen, two part-time 
men, nine porters, a bookkeeper and 
Mrs. Burns who works in the office 
about three days a week. 





Under conditions which would have 
discouraged most dealers, Tom Calbri 
of Northbrook, Ill. took over an aban- 
doned, ramshackle service station five 
years ago and built it into a prosperous 
operation. 

His problems were further compli- 
cated by a serious throat operation he 
was forced to undergo two and a half 
years after he went into business. 

Tom Calbri’s station is located on 
Highway 42-A, a heavily traveled road 
some 30 miles north of Chicago. The 
building, a structure 16 by 16 ft., is 
about 25 years old. It includes a rest 
room, small tool room, display racks, 
one island with three pumps and an 
outside greasing hoist. 

He is supplied by Eugene A. Cooksy 
of the Cooksy Oil Co., Northbrook, 
distributor of Socony-Vacuum prod- 
ucts. 

During April, 1949, his first month 
of business, Calbri sold 2,000 gal. of 
gasoline. In June, 1954, his gallonage 
was nearing the 15,000 mark. 

This was the station’s condition 
when Calbri took it over: 

The driveway, which has a frontage 
of 125 ft., had deteriorated to the 
point that on rainy days cars would 
frequently get stuck in the mud at the 
pump island and have to be pushed 
out. 

The roof had rotted away in places 
and the openings covered with wall 
paper which flapped in the breeze. 

There were no lights and no greas- 
ing equipment. 

The inside of the building was dilap- 
idated and contained no display 
shelves. 
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The Smile Helped—Despite these 
handicaps, Calbri, a skilled mechanic, 
immediately started building up a rep- 
utation of being able to give motorists 
proper service. His initial philosophy 
was to greet every customer with a 
smile. 

“When you go to the pump island, 
you've got to smile,” he says. “That's 
sometimes hard to do, especially when 
you’ve got worries of your own. But, 
if you do it all the time, it pays off 
and you feel better yourself. I always 
try to start a pleasant conversation 
along with the smile and become a 
friend of the person who stopped.” 

Within a short time, Calbri was able 
to start plowing some of his meager 
profits back into the business. 

With the help of Eugene Cooksy, he 
repaired the driveway with stone and 
gravel and laid a strip of concrete 
between the island and the station 
building. 

Calbri, with his mechanical back- 
ground, is an expert at greasing and 
this was one particular phase of the 
business he desired to exploit. So, in 
July of 1949, three months after he 
opened the station, he and Cooksy in- 
stalled the outside grease rack. For 
the first three years, Calbri worked 
from the bare ground when greasing 
cars but two years ago was able to 
install a concrete slab beneath the 
hoist. 

Mid-way in his first year, Calbri and 
Cooksy were able to fix up the roof 
by putting in new cornices all the way 
around the building. They also painted 
the outside and installed new lights. 
A short time before, they had in- 
stalled new pumps and meters on the 
driveway. 

Needless to say, these expenditures 
were eating up most of Calbri’s profits, 
even though his gallonage was in- 
creasing steadily. By mid-summer of 
1949, he was pumping around 5,000 
gal. per month. 

Friends Step In—The climax of his 
rehabilitation program occurred last 
December and proved the value of 
his policy of making friends. Calbri 
had been working seven days a week, 
12 to 15 hours a day, and was feeling 
run down. 

Four or five friends, noticing his 
condition, told him they'd take turns 
Operating the station if he’d take a 
week’s vacation just before Christmas. 
One of the stipulations was that he go 


NEWS 


out of town and get away from the 
station. He objected at first but finally 
agreed to visit relatives for a week in 
down-state Collinsville. 

When he returned five days later, 
his wife and daughter maneuvered his 
plans so he didn’t visit the station until 
night. When he drove up, the place 
was in darkness. 

Calbri unlocked the door and turned 
on the lights. He looked around in 
amazement. The walls were covered 
with new paneling. Attractive new 
wall racks were filled with TBA items. 
An old compressor which formerly 
sat in one corner had been moved out- 
side. In its place was a gaily decorated 
Christmas tree. 

Then his friends sprang out of hid- 
ing. They had taken it upon themselves 
to redecorate the office because, as 
they explained it, they were his friends, 
they had watched him work laborious- 
ly to build up the business, and they 
wanted to help. 


More Trouble—Calbri suffered a 
blow two years ago when doctors told 
him he’d have to undergo a serious 
throat operation. What to do about the 
station? For the most part, it had been 
a one-man operation and what was to 
happen now? 

At that point, his son, Richard, then 
16, stepped into the breach. Dick had 
worked at the station on weekends and 
during the summer vacation and he in- 
formed his father that he’d take over 
the business. Calbri’s friends said 
they'd help out occasionally, too. 

So Calbri had his operation, was 
away for three months from June to 
September, and his son ran the station. 
Calbri was able to report proudly that 
during this period the station didn’t 
lose one regular customer. On the 
contrary, gallonage continued to in- 
crease. 

Because of his skill and interest in 
greasing, Calbri now does an average 
of about five grease jobs a day. When- 
ever he checks a motorist’s oil, he 
makes it a point to ask whether the 
car needs greasing. His reputation for 
greasing has reached the point now 
where some motorists who buy gaso- 
line elsewhere will stop at the Calbri 
station for greasing. 

He also specializes in tire repairs 
and the installation of mufflers, tail 
pipes and shock absorbers and has 
built up a steady business in these 
items. 
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_ Things Yet to Come 


A great deal has happened since the inception of this company four years 
ago. It has been a time of exceptional growth, progress, achievement. 


The broad range of work undertaken includes the simple and 

the complex . . . complete refineries and auxiliary units . . . crude 
units and office buildings . . . turnaround operations and laboratories. 
And the field of operation has expanded to become international in 
scope, with “Built by Procon” a well-known term even in the 

more remote parts of the world. 


Lr We are proud of the mex in our organization whose talents, experience 
and unbounded energy have made these achievements possible. 


But we are even more conscious of, and grateful for, the confidence 
placed in us which, from the very start, has been so clearly evidenced 
by all those whom we have served. 


The accomplishments of these past four years... great as they seem 
to this young business . . . will, we are confident, prove to be but 
a shadow of things yet to come. 





PROCESS CONSTRUCTION 

1111 MT. PROSPECT ROAD, DES PLAINES, ILLINOIS, U.S.A. 

PROCON (CANADA) LIMITED 

40 ADVANCE ROAD ADD 
TORONTO 18, ONTARIO 

PROCON (GREAT BRITAIN) LIMITED 

112 STRAND, LONDON, W. C. 2 


IN CANADA 





‘ IN ENGLAND | 
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Texarkana, Texas: The Vaughn Oil Company's enfusiastic 
satisfaction with Bowser Duo-Matic central serving system 
is typical. Marketers appreciate Bowser's unexc per- 
formance, low cost, simplicity and low maintenarge oper- 
ation. Only Bowser has Mag-i-trol, the electrogic brain 
that controls the pumping units. All equipment igABOVE 
GROUND for easy servicing. Each unit is dual. AR WAYS 
A STANDBY PUMP. 
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SERVES 

UP T0 8 
PEDESTALS 
SINGLY OR 
SIMULTANEOUSLY 


Simplified piping cuts 
installation costs and 
underground troubles. 


‘ 
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SINGLE 
HOSE 
PUMPS 
GET THIS COLOR BROCHURE 
Completely describes the many advantages of the 


Duo-Matic and shows how much simpler multi-pump 
installation can be made. 


AVE., FORT WAYNE 2, INDIANA 
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*¥ SERVICE STATION 


William H. Stein is living proof 
that success can come with a small 
neighborhood service station. 

Since 1937, when he took over a 
1,600-gal.-per-month station, he has 
“bought and paid for” it in his home 
section of Long Island City, N.Y. 

He has remodeled it, and bought 
three 20-ft. lots that increased its 
frontage to 80 ft. 

And he’s recently paid for “the best 
Cadillac you can buy” (the second 
he’s owned). 

He’s done all this, and more, at 45, 
with time out for getting shot in 
France during World War II. And 
with the help of his slim, blond wife 
about whom he talks as one in a mil- 
lion. 

Actually, in ticking off the accom- 
plishments of the last 17 years, Bill 
Stein says “we've” done this, that or 
the other thing, meaning his wife, 
Emma, and himself. 

For example, he lets you know 
right off that she operated the Tide 
Water Associated station all the three 
years he was in the Army, and for the 
year and some months afterward in 
which he was getting strong enough to 
work again. 

“While I was in a hospital over- 
seas,” he recounts, “she wrote me 









LONG ISLAND STATION is a family affair with Bill Stein and his wife Emma. 
Good service and hard work over the years have made Stein’s a popular station 
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once that, on one particular day, she 
had fixed 15 flat tires, pumped $300 
worth of gasoline out front, and had 
done 12 grease jobs. 

“She came down and took over 
two days before I went into the serv- 
ice. Hadn’t ever had her hand on a 
pump before. I taught her what | 
had time for; the rest she got out of 
the books herself—how to grease cars, 
and that sort of thing. 

“She had just one helper, part-time, 
who wasn’t in service. When it rained, 
she’d go outside so he wouldn't get 
wet and catch cold or something.” 

In those days, the station was up to 
about 8,000 gal. of gasoline monthly. 
Today, it’s doing 16,000 gal., 10 times 
as much as the former owner was 
selling before Stein, with $300 and a 
partner who lasted only six months, 
took over in August, 1937. 

Stein turns also a monthly average 
of 50 cases of motor oil, and a drum 
of bulk oil. His TBA volume ranges 
from $300 to $400 a month. 

He wouldn’t mind pumping a few 
more gallons of gasoline. 

“But,” he reasons, “we're doing 
about all we can handle comfortably 
without getting into manpower prob- 
lems.” 

AsAft is, the Steins normally do 
all the work themselves, Tuesday 
through Saturday. 

While Mrs. Stein now mostly 
pumps gasoline and handles the 
lighter chores around the spic-and- 
span three-bay, three-pump station, 
she keeps the regular station hours, 
7:30 a.m. to 9:00 p.m. 

“You ought to see our apartment, 
too,” says her husband. “She keeps it 
as clean as a whistle.” 

For their Sunday-Monday week- 
end, the Steins leave the station in the 
hands of an off-duty fireman. Usually 
they'll take a motor trip. They go “up 
to Vermont, and New Hampshire, 
and around like that.” 





RELIABLE ADVICE can always be had 


from Stein, his customers say 





Bill Stein has only scorn for men he 
knows who “say you can’t make 
money in gasoline—that you've got 
to do repairs.” 

He points out, “I do very little re- 
pair work; it’s just the way you oper- 
ate, I say. 

“I used to fool with mufflers and 
tail pipes, and so on, and run around 
after parts. But the grease work piled 
up. So I said, ‘Let’s run a gasoline 
business and let somebody else do the 
repairs.’ ” 

A stickler for a clean, orderly sta- 
tion and trim displays, Stein also in- 
sists on a thorough grease job. 

To Stein, every lubrication fitting 
on an automobile is there because 
lubrication is needed at its location. 
If, for some reason, one won't take 
grease, he notes the fact on the cus- 
tomer’s sales ticket. 

While he’s about a grease job, he 
keeps an eye peeled for anything 
that’s amiss mechanically. If, for ex- 
ample, a tail pipe bracket is loose, he 
jots that fact down, too. 

“After all,” he observes, “how 
much time does it take to look a car 
over as you go along? I think we've 
built up our reputation like that.” 

There was the woman customer 
whose automobile was using too much 
oil. She had been told on a trip that 
she’d been getting the wrong grade of 
oil at her home station—Stein’s. 

Bill Stein knew better. Also, he 
bothered to look for the cause of the 
trouble and found it—in a faulty dis- 
tributor. He still has the customer, 
who’s more loyal than ever. 

Bill Stein started out as a helper 
in other men’s stations, after first 
working as a steamfitter, then as a 
truck driver. 

He thinks the gasoline business is a 
darned good business if it’s run right. 

And he thinks Emma Stein is won- 
derful. 
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Today's Stations: are 


Sleek, Functional, 


Wide Open 





This is the 1954 service station trend: Wide open 
stations featuring lots of glass, large driveway areas 


and bright illumination. 


it has been in the making since the end of World 
War Il, and now that influence is seen in nearly every 
station which comes out of the countrywide station- 


building boom. 


A coast-to-coast check indicated that most major 
companies have settled on station layouts and designs 
evolved since 1945. Consequently there were fewer 
basic changes in the past year than in previous post- 


World War Il years. 


The idea behind today’s station is 
to merchandise attractively the service 
stations to bring in today’s higher 
speed traffic. 

The modern service station, in the 
words of Designer Walter Dorwin 
Teague, is “actually a vending ma- 
chine, but one that is almost always 
approached—and possibly passed by 
at anywhere from 30 to 65 miles 
an hour.” 

The trend toward opening up the 
stations—to make them more acces- 
sible to the motoring public—is an 
effort to capture these rapidly moving 
potential customers. 

Many companies, after experiment- 
ing with different types of station de- 
sign have settled on one or two basic 
designs which they now stick to. One 
example is Union Oil of California 
which has developed what is termed 
a “flying canopy” station. The canopy 
is trapezoidal (two sides parallel and 
two not parallel). In the West, Union 
Oil is the only major company that 
still uses canopies consistently. 

Phillips Petroleum Co. has devel- 
oped a chain of distinctive stations for 
the Oklahoma turnpike with limited 
access approaches. They include res- 
taurant facilities. And one design has 
been developed for twin station facili- 
ities flanking the highway, accessible 
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to motorists driving in either direction. 

Virtually all companies in all parts 
of the nation are building the wide- 
open station this year. 

Functional Aim—Representative of 
this trend is a new functionally de- 
signed station being tried out by Con- 
tinental Oil Co. in Houston, Denver, 
Milwaukee and Oklahoma City, and 
a new experimental, all-glass front 
station opened early in May by Cities 
Service Oil Co. in Bartlesville. 

Conoco’s new station was designed 
by Walter Dorwin Teague, who plan- 
ned the layout with the thought in 
mind that once the motorist has stop- 
ped, the convenience, efficiency and 
attractiveness of the station must in- 
crease his good will toward the com- 
pany. 

Conoco, and Cities Service empha- 
size that their new stations are experi- 
mental but well may be the stations 
of tomorrow. The main drawback is 
the cost of construction. Whether it 
would be practical to build them in 
large numbers still must be proved. 

New Use of Symbol—Teague de- 
scribes Conoco’s station as “uniquely 
Conoco.” The major motif in its 
identification is a diamond grid pat- 
tern which Teague adapted from a 
subdued drawing on a can of Conoco 
motor oil. 








This diamond pattern is built into 
a symbol of Conoco, along with the 
company’s traditional red triangle. 

Each of the stations is dominated 
by a steel pylon 24 to 30 ft. high, 
latticed in the open diamond pattern, 
and carrying the Conoco triangle. 

The diamond pattern is repeated in 
several places throughout the building 
and on its front and sides. Conoco oil 
cans and other containers also have 
been redesigned to emphasize the 
pattern. 

To open up the station, glass is 
used generously in the walls between 
salesroom, work bays and work areas. 
The operator has complete visibility. 
He can see the pumps from any point 
in the station except the restrooms. 

These glass walls also become an 
important visual selling tool. The en- 
tire service area is visible to the mo- 
torist. He can see all the merchandise 
and services the station has to offer. 

Cities Service’s new station, similar 
to one opened a year ago in New 
Jersey, was designed by Henry Drey- 
fuss, one of America’s foremost 
industrial designers. 

Materials and Color—Giass is the 
predominant construction material, 
spreading across the sales room and 
bays. Color harmony, styling, comfort 
and beauty are accomplished from 
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quarry and ceramic tile on the sides, 
aluminum sash, structural steel, vitre- 
ous enamel and other modern-day 
building materials. 

Grounds are landscaped and plant- 
ing boxes installed adjacent to the sta- 
tion and around the parking area to 
provide flowers and shrubbery. Green- 
dyed concrete patterns were poured 
in the driveways and similar treatment 
is given to the walks around the build- 
ing and the pump islands, but in 
matching red hues to blend with the 
sidewalls of the building. 

Service bays add to the harmony of 
matched color with colored floors, 
shelving, greasing equipment, and 
chrome-plated hydraulic lifts and 
wheel guards. 

Case goods, TBA stocks and service 
tools are kept in a separate storage 
room so the service area always is 
maintained in a neat and orderly 
manner. 

A special 10-foot interior illumi- 
nated sign of plastic, the largest in 
direct station advertising and bearing 
the Cities Service emblem, is fabri- 
cated into both faces of the pylon, 
giving motorists traveling in either di- 
rection a full view of the sign. 

Sohio’s Thinking — Standard of 
Ohio is one of the companies which 
has made an exhaustive study of new 





PLENTY OF ROOM for Oklahoma Turnpike traffic is Phillips’ layout goal 
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Gilbarco Air 


Compressors! 


for every service station job... 


You don’t expect to replace a service station air com- 
pressor every two years, or even ten. That's the best of 
all reasons for specifying Gilbarco! For Gilbarco Air 
Compressors are built for durability, built first to last. 


Twenty-seven models from 13 to 10 horsepower, single 
and two-stage, with horizontal and vertical tanks, permit 
selection of exactly the right size and type for the utmost 
economy and longest life in every service station job. 


Year-in-year-out durability is never more important 
than when a compressor is to be installed in a service Gilbert & Barker 
station in a foreign land. That is the very reason why Mfg. Company 


you'll find Gilbarco Air Compressors used in half the West Springfield, 
countries in the world! Mass. 


Write for catalog and complete information. Toronto, Canada 








% SERVICE STATION SECTION 


trends and aims in service station con- 
struction. Many of its findings look 
far into the future of station design 
and efficiency. 

Lot size is an important factor to- 
day, Sohio believes. Formerly, a 
frontage of 100 ft. was considered 
adequate. But today much new station 
building is being done on high-speed 
highways and motorists can’t take a 
sharp angle turn into the station. 

Therefore, Sohio is aiming for a 
minimum frontage of 125-150 ft. with 
some locations ranging up to 200 ft. 
This permits a wider driveway angle 
and easier entrance by a fast moving 
auto. 

In its new construction, Sohio is 
leaning toward scattered two-pump is- 
lands but says this arrangement isn’t 
practical unless the station has a wide 
frontage. In other words, the princi- 
pal advantage is to have the islands 
far enough apart so that a motorist 
can drive up between them. If the is- 
lands are too close together, there's 
no point in separating them at all. 

Sohio hasn’t made any basic de- 
sign changes since it began putting up 
its steel, glass and porcelain tile sta- 
tions a few years ago. 

Remodeling First—Sohio does not 
plan to initiate any all-out building 
program in the foreseeable future. 
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The big expansion after World War 
II is leveling off. Biggest target of its 
architectural planners now is to re- 
vamp older stations. 

Here are some of the things they 
are going to look at most closely: 

e Lighting—‘“Spotlighting from the 
inside” might be a good way to de- 
scribe Sohio’s approach to station 
lighting. 

The idea is to carry out the “white 
light” effect throughout the station. 
If incandescent lights were used on 
the islands, the color texture would 
be yellow. 

At present, these are the foot- 
candles Sohio men recommend for a 
single island, four-pump station with 
two lube bays: 50-60 ft. candles in 
office, 35-40 in lube room, 35-40 on 
pump island, 2 on approaches. 

e Rest rooms —Sohio is against 
bigger rest rooms. Its argument: The 
door has to have a lock on it anyhow, 
so no matter how big the room, it can 
only have one user at a time. Sohio 
uses white porcelain exclusively on all 
four walis and ceilings. 

Sohio is trying to eliminate men’s 
rest rooms which have entrances from 
the sales room. The sales division 
doesn’t like a doorway with the word 
“men” over it right in the middle of 
a display. In the newer Sohio sta- 


tions, all the men’s rest rooms lead 
off the lube room. 

e Increased storage space—Sohio 
men believe this is one of their biggest 
problems, particularly in older stations 
owned by dealers. These dealers, un- 
der the company’s take-your-TBA- 
now-pay-later plan, are likely to have 
up to a three months’ supply on hand 
at one time. 

The probiem is to build on an ad- 
dition to the building which doesn’t 
look like a glorified shed. This will be 
one of the main targets of Sohio’s 
dealer “re-vamp” program, final plans 
for which haven’t been decided upon 
yet. 

Trends and Designs — Here are 
some of the trends in merchandising 
seen by Sohio as having an effect on 
station design: 

Sohio is “seriously considering” 
the use of coin-operated dispensing 
machines in station sales rooms for 
the sale of small auto accessories such 
as cleaners, polishing waxes and 
cloths, flashlights, etc. Tentative plans 
for such an innovation are on the 
company drafting boards but no ac- 
tual tests have been made. 

Sales personnel believe these dis- 
pensers would be ideal in the newer, 
larger stations, particularly along 
turnpike-type roads. The dispensing 
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Rotary engineers develop new, 
economical Frame Pick-Up Lift 


GIVES MAXIMUM 
ACCESSIBILITY FOR REPAIR 
AND LUBRICATION JOBS 
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Years of research and design by Rotary engineers went 
into the new Frame Pick-Up Lift. Chief Engineer 
Jack Harrison (left) studies plans with staff members 
Larry Jaseph, Richard Green and Hugh Maxwell. 


® Here is the new lift that brings hard-to-reach undercar parts “out 
in the open” for fastest, most profitable service, repairs, lubrication 
or brake work. The rugged new Frame Pick-Up Lift meets problems 
imposed by such new-car features as automatic transmissions, intri- 
cate wheel suspensions and frameless bodies. And it’s equally effi- 
cient for all models of old cars. A great labor-saver on repair jobs, the 
Frame Pick-Up Lift is ideal for lubrication and brake work because 
it relaxes spring suspensions and frees the wheels. It will handle 
practically all cars without using adapters. Simple adapters are fur- 


nished for cars with unusual frames. For catalog and prices, write: 


ROTARY LIFT CO., 1054 KANSAS, MEMPHIS 2, TENN. 


Retary, 


Frame Pick-Up Lift 
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system wou'd be predicated on the 
idea that the stockroom is immedi- 
ately behind the sales room. The dis- 
pensers would face to the front from 
the back wall, could be filled directly 
from the stock room. 

Sohio also has devised a new meth- 
od of packaging its fan belts. Pre- 
viously, fan belts were tied in loops 
and hung on the walls. Now they are 
rolled up, put in a small rectangular 
box and placed on racks. About 100 
stations throughout the state now use 
these fan belt racks. 

The company also has redesigned 





Speedway, this year, is making a 
move to attract and hold customers 
through addition of TBA 











its motor oil racks, making them 
higher (about as high as a fuel pump) 
and narrower, so they don’t take up as 
much island space. The racks are 
permanent and aren't taken in at 
night. They can be covered and lock- 
ed. They are filled at the bottom so 
the oldest motor oil cans are used 
first. One drawback is that the oil gets 
cold in the winter. 

A few of Sohio’s stations now have 
bulk oil dispensing units, doing away 
with the need of cans for crankcase oil 
in the lube room. The storage tank is 
‘kept underground and the oil is 
pumped up and through a metered 
nozzle into the crankcase. 

Some Streamlining—The Ohio Oil 
Co. has made no important changes in 
Marathon service station design, con- 
struction and equipment since the 
company started its Marathon “show- 
case” service station building and 
modernization program two years ago. 

The company has, however, effected 
several minor changes to streamline 
the efficiency and service and increase 
the comfort for customers in its sta- 
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" tions. These include the following: 


Started to use two-post frame con- 
tact lifts. 

Changed from 60 to 80 gal. air 
compressor tank. 

Started using remote control sub- 
merged pumps. 

Began putting plexiglass in bottom 
section of overhead doors. Openings 
are provided through which a hose can 
be passed to carry exhaust gases to the 
outside. 

Added a janitor’s sink in the rear 
of the wash bay. 

Attached a security sash on one of 
the rear windows (rest room) to make 
breaking and entering more difficult. 

As another security measure, the 
rear door now can be key locked from 
both inside and outside as is the main 
entrance door. 

Changed overhead doors from five 
sections to four sections, providing 
more glass area. 

Began building concrete block en- 
closure (open at the top) for storage 
of trash between pickups. 

In a select few stations, increased 
the size of rest room area from 69 
sq. ft. to 155 sq. ft.; added 160 sq. ft. 
of storage area in the rear of building, 
making one side of the building 10 
fi. longer than the general station. 

Pacific Refinements—On the West 
Coast, most operational developments 
have been in the field of incidental im- 
provements. Many of them are minor, 
but in all cases they are considered 
pertinent. Here are some of them: 

Grading—One West Coast major 
(Union) has worked out a set schedule 
of minimum grades from the street to 
the building. 

Purpose of this is to give the build- 





Sohio is banking on good exterior 
and interior lighting to pull in the 
fast-moving traffic 
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ing a slight elevation so the structure 
stands at the highest point of the site. 
The result is improved visibility and, 
the company thinks, more attractive 
appearance. 

In the case of a single island, the 
grade runs like this: 

Sidewalk—0. 

The first 2 ft. inside the sidewalk 
are warped up to make an average rise 
of 1 inch. 

Across the outer island slab, the 
slope is 1 inch. 

Across the island, the rise is 3 
inches. 

Across the inner slab, the rise is 1 
inch. 

The curb height at the sales room 
is 6 inches. 

Total difference from sidewalk to 
sales room floor is 12 inches. 

In the case of two islands, parallel 
to the street, which automatically sets 








New stations show trend toward 
overhead reels, contact lifts, etc., in 
their lube rooms 











the building farther back, the formula 
is the same, with one addition: 

Between the inside of the outside 
island and the outside of the inside 
island, the rise is 2 inches. Across the 
inner island, the rise is 3 inches. That 
adds 5 more inches, making the total 
rise from sidewalk to sales building 
floor (across two parallel islands) 17 
inches. 

Another advantage is that in rainy 
weather, there is better run-off. 

Frontages—Union has adopted the 
following minimum frontages as a set 
policy: 

One island—100 ft. is acceptable. 
If the curb-cut is small, it can be done 
in 91 ft., allowing for approaches and 
pedestrian zone. 

Two parallel islands—107 ft. mini- 
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Brake Fluids 


to meet every 


service need SAFELY! 


THEY MEET...OR EXCEED 
RIGIO S:\A.E. SPECIFICATIONS 


You can be sure of giving your customers member to specify genuine Du Pont Brake 
full protection with Du Pont No. 7 Brake Fluids next time you order! 
Fluids. They meet or exceed S.A.E. Brake @ Du Pont Brake Fluids do not boil off when 
Fluid Specifications 70R1 and 70R2. heat is generated in high-speed stops. 
And they give you maximum economy @ Donot form a vapor lock when heat from drum 
consistent with safety, because they’re en- is carried to wheel cylinder. 
gineered for the job—one for MODERATE @ Will not solidify at temperatures far below zero. 
DUTY, one for HEAVY DUTY. @ Will not swell rubber cups and hose, nor cor- 
With Du Pont Brake Fluids in these two Cee GREENE TA STENS SELON. 
performance ranges, you can service every Will not lose efficiency after several months’ 


kind of vehicle—from light passenger cars a — 4 tue ot 
Hi mix wt all approve uids used in new 
to heavy trucks and buses. car production. 


It’s a good way to safeguard your cus- Available in the following sizes: 12 Oz., 1 Qt., 
tomers... and your own good name. Re- 1 Gal., 5 Gal., 30 Gal., and 54 Gal. 


DU PONT NS 7, PRODUCTS 
From Chemical Research . . . For Better Car Care 
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New Conoco station offers complete 
view of driveways from anywhere 
inside the station 











mum, usable for approach and pedes- 
trian zone (not necessarily including 
the width of the property). 

Three islands (two tandem at the 
front and the third centered at the 
side—20 ft. between the front and 
side islands)}—113 ft. minimum. 

For islands (tandem and parallel) 
—distance between the ends of the 
islands may range from 11 ft. to 20 ft. 
Islands are 9 ft. long. Minimum front- 
age ranges from 113 ft. to 122 ft., 
depending on the distance between the 
ends of islands. 

Union Oil does not favor broad, 
expansive sites, 

“We want to keep the customers 
immediately adjacent to the points of 
sales and the sales room,” a market- 
ing operations official commented. 
“We don’t want our building and fa- 
cilities lost in wide, open spaces.” 

Lube Bay—tThere is greater use of 
“drive-through” lube rooms, featuring 
the open back bay. This makes for 
easier maneuvering and egress. 

Hoists — Frame-contact hoists are 
being installed extensively. But not to 
the exclusion of the free wheel hoist. 
Most operators choose the frame con- 
tact, according to a majority of the 
companies contacted. 

Concrete Pads—There has been a 
trend toward enlarging them at pump 
islands so that spilled gasoline will 
not reach the blacktop. It causes the 
blacktop to deteriorate. Companies 
have found that the extra cost of ad- 
. ditional concrete offsets the cost of 
rehabilitating the blacktop. 

Lighting—Slimline illumination has 
become quite popular on the West 
Coast. One operational manager ex- 
plained that the cost is about the same 
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as incandescent, but slimline gives 
more light. Neon and zeon don’t cost 
much more, but they are more of a 
maintenance problem. 

Union has developed island lighting 
of its own design for its “open form” 
stations. Union reports that it is wider, 
gives better and more light on the 
fronts of the pumps and doesn’t shine 
in the customers’ eyes. 

Impregnated Concrete—Painting of 
concrete has not been satisfactory for 
a number of companies because the 
colors wear off quickly and look poor 
when they begin to fade. One com- 
pany has developed a color impreg- 
nation it uses with the concrete mix. 
This cuts painting maintenance cost. 
It is not foolproof, however, and color 
has faded in some experiments. 

Rest Rooms—A plastic lacquer sur- 
face, tried out in rest rooms on the 
coast three years ago, is coming into 
wider use. Tile, of course, is the dura- 
ble, handsome and easy-to-maintain 
interior facing material. And some 
companies build rest rooms with tile 
floor-to-ceiling walls. Tile, however, is 
an expensive materia! and so its use 
is somewhat restricted. 





TBA displays are becoming an inte- 
gral part of the station office as 
competition heightens 











Companies using the plastic lac- 
quer, or vinyl lacquer combination, 
apply it instead of paint. Some con- 
sider it more attractive because of the 
unique finish that can be achieved—a 
soft, mottled appearance of two or 
three colors. It is more durable than 
paint. 

Users say it holds its appearance 
three or four years whereas a painted 
surface requires repainting. It is said 
to be easier to maintain than a painted 


surface. A paint job on a rest room 
costs about $15; a plastic lacquer sur- 
face, about $50 while tile runs $250. 
One West Coast major that has em- 
ployed the plastic lacquer extensively 
installs 4 ft. tile walls with the plastic 


‘lacquer above that. 


Richfield is experimenting with the 
plastic lacquer finish in lube bays and 





Porcelain enamel exterior on this 
Texaco station was put in place by 
@ crew in 10 days 











station offices as well as rest rooms. 

One company has re-designed its 
rest rooms waste baskets. Formerly, 
it used all-metal containers with 
shroud and with expanded metal in- 
sert. Now, they are considering a wire 
basket, chrome-plated. It’s easier to 
dump, easier to keep clean and looks 
better, says the company. 

Remote Pumping Systems—Remote 
pumping is used extensively in the 
hot-weather areas of California, such 
as San Bernardino, Bakersfield and 
the San Fernando Valley. Some com- 
panies believes it’s a necessary service 
because it overcomes the problem of 
erratic gasoline flow caused by vapor 
lock in hot weather. 

The remote system also is used at 
multipump stations as an economical 
feature. The breaking point, in eco- 
nomics, is about eight pumps. How- 
ever, companies do not regard cost as 
the main factor in the hot-weather 
areas and use remote pumping on 


‘smaller units. 


Policy .Switch—Speedway. Petro- 
leum Corp. of Detroit, which is build- 
ing and remodeling some 40 to 45 
stations this year, now is emphasizing 
sales of TBA, motor oil, lubes and 
other related services. In contrast to 
previous thinking, Speedway now be- 
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lieves that, having acquired a good 
following fo: Speedway 79 gasoline, 
these other services will help retain 
the custom.rs in an increasingly com- 
petitive market. 

Speedway is using wide open dis- 
play windows on two sides of the sales 
room. 

This makes the TBA display in- 
side visible to motorists from the 
pump island. 

Lube bays at the new Speedway sta- 
tions feature overhead reels and frame 
contact lifts. 

In Wathena, Kan., T. H. (Tom) 
Lyons of the Lyons Oil Co., an Inde- 
pendent jobber, included a new inno- 
vation in a station he constructed 
on U.S. Highway 36. He added a 
third service bay which is used as the 
distributor's office. 

The front is an all-glass overhead 
door to conform to the rest of the 
building and for privacy is curtained 
with venetian blinds. Lyon's private 
office is separated from the remainder 
of the room by a partition giving him 
an office 9 by 12 ft. A divan and 
chairs in the outer office are available 
for customers transacting business 
with the distributor. 

The Long Island —In the South- 
west, Humble is continuing to erect 
its canopy-type station, feeling that 
this is required because of consider- 
able rainy weather. Humble lays out 
its pump islands long enough to serv- 
ice four cars at a time. A sign on the 
first pump asks the motorists to pull 
up to the next pump, and most of 
them do. 

On the front of the station, the 
company now is erecting windows 
only 12 inches from the ground to 
provide a more open look and give 
greater visibility for the inside dis- 
plays. 

Previously, the window started 
as much as 28 inches above the 
ground. 

In its newer type stations, Humble 
is including 100 to 150 sq. ft. of stor- 
age space equipped with locks. This 
area enables Humble to deliver quan- 
tities of packaged goods to the sta- 
tion without taking it through a bulk 
plant. 

Wherever possible, Humble makes 
one delivery of packaged goods a 
month to a station. 

A station completed for Texaco near 
New Orleans recently has been con- 
structed entirely of architectural porce- 
lain enamel on steel. Featured through- 
out the design are frameless load-bear- 
ing walls, load span decking and cur- 
tain wall exteriors. The building struc- 
ture was erected on a concrete slab in 
10 working days. 
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With a Complete 
Line of Service 
Station Lighting 
and Standards 


OSCAR PHILLIPS 
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MANUFACTURERS OF SERVICE STATION EQUIPMENT SINCE 197C 
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GoeMAy. APPROVED SOURCE of SUPPLY 


for pump signs, both Ethyl and Regular, 
in Lifetime Porcelain Enamel that does 
not fade or discolor, resists weathering 
indefinitely! 


All types of GAS STATION SIGNS CUSTOM MADE TO 
YOUR ORDER in any size, colors, quantity. 


3221 W. 30TH STREET 
PORCELAIN ENAMEL FINISHERS = cnicaco, iuINols 
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DIESEL FUELS 


and 


DIESEL FUEL 
ADDITIVES 


Claims are no component 
part of a fuel or of an ad- 
ditive 


Performance records of actual 
commercial operation over sub- 
stantial periods of time are 
reasonably good evidence in any 
case. The composite records 
from the storage and supply 
tanks to the end of the exhaust 
pipe tell the tale. 


We offer to Refiners, Com- 
pounders and Blenders and also 
to Operators of Diesel powered 
equipment, free of cost, suffi- 
cient Auxiliary Factor +100-D 
to treat 5,000 or 10,000 gallons 
of Diesel Fuel to stabilize and 
upgrade it and with no further 
obligation than to use it. Just 
write us as to the amount of 
fuel you wish to blend. Ship- 
ment will be made promptly on 
an invoice marked “No Charge.” 


Research and development of 
additives has been our exclusive 
business for nearly seventeen 
years. The line is known as 
AUXILIARY FACTORS. They 
have been in use over millions of 
miles on land, water and in the 
air. 


Auxiliary Factor +1090-D (Die- 
sel Fuel Additive) was developed 
with full consideration of the 
variables existing in Diesel Fuels 
such as;—solubles and insolu- 
bles, reactions in mixed fuels, 
electro - chemical __ reactions, 
cetane ratings, and also as to 
the variables in equipment ef- 
fecting ignition and combustion. 
The effective range of this ad- 
ditive is excellent. 


We welcome the liberal accept- 
ance of the above proposition. 
Write or phone 


KEMIX LABORATORIES 


WEST SPRINGFIELD, PA. 


_ SERVICE 


STATION SECTION 











DRY-CHARGE BATTERY is one reason oil marketers think .. . 


The Future Is Bright for TBA 


Events of the past year have 
elevated tires, batteries and ac- 
cessories to a new level as a 
prime factor in oil marketing. A 
glimpse into the future shows 
TBA in an even more prominent 
position. 

TBA was cited by T. S. Petersen, 
president of the Standard Oil Co. of 
California, as a “perfect example” of 
products with “big, untapped poten- 
tial.” Speaking at the midyear meeting 
of the API Division of Marketing, 
Petersen declared that petroleum mar- 
keters are not realizing full sales poten- 
tial in many product categories. 


LOOKING BACK 


TBA trends and developments of 
the past 12 months included: 

e Emergence of dry-charge bat- 
teries as an important product in TBA 
marketing. 

e Introduction of third-line tires. 

e Several more tubeless tires on the 
market, including rubber company 
brands, and for the first time oil com- 
pany private brands. 


NATIONAL 


e Appearance of 1,000,000 cars 
equipped with 12-volt electrical sys- 
tems. 

e Recognition on all sides of am- 
ple antifreeze supplies. 

e Great strides in mechanization 
of tire service. 

e Expansion of TBA budget plans 
in conjunction with credit cards. 


LOOKING AHEAD 

Important TBA developments in 
the coming months probably will in- 
clude: 

e Adoption of tubeless tires as 
original equipment by several of the 
big car manufacturers. 

e Increasing popularity of the dry- 
charge battery. 

e Tough competition for the anti- 
freeze market. 

e More and better TBA _ install- 
ment plans. 


TIRES 


A little less than a year ago, third- 
line tires crept back into the market, 
almost unannounced, for the first time 
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since before World War II. The rub- 
ber companies with third-line tires 
market them chiefly as summer price 
leaders. 

Tubeless tires, on the other hand, 
were introduced six years ago. How- 
ever, it was not until the adoption of 
tubeless tires as original equipment 
seemed imminent that the oil industry 
began to take an interest in them. 
Several rubber companies now offer a 
tubeless tire and they have appeared 
among oil company private brands. 

While the tubeless tire has been 
pushed as a premium item, the third- 
line tire is aimed at the price buyer. 
The reason usually given for offering 
a third line is that it is needed in the 
line to offset mail order and chain 
store price competition. 

A Disadvantage — Oil companies, 
generally, are not putting third-line 
tires into their TBA lines. Oil TBA 
men say the average service station 
operator is stretching his facilities and 
working capital to stock a range of 
tires in the first line, or 100-level 
tires, and in one or two sizes of sec- 
ond-line tires for use as price leaders. 

For the same reason, some TBA 
lines do not include a premium tire. 

Two opposite forces now exert 
themselves on the tire market. There 
is plenty of pressure for low prices, 
because everybody has lots of tires. 
And they all want a piece of the 
available business. 

Tire Advertising—In addition, tire 
manufacturers will probably increase 
consumer advertising of their tubeless 
and higher-priced premium tires. They 
are on sound ground in doing so, 
since they can promise the customer 
more blowout and puncture protec- 
tion and all-around safer driving, as 
well as more miles per dollar from 
the better grade tires. 

The oil industry looks to the tire 
manufacturer to carry the big load of 
tire advertising to the consumer. 

While the influence of advertising 
the merits of premium tires may seem 
small for the dealer who stocks few 
premium tires, it does have definite 
value. It helps tell the story of more 
tire for the customer’s dollar and helps 
the dealer overcome cut price compe- 
tition and sell more first-line tires. 

Better Tire Tools—A continuation 
of oil company efforts toward mech- 
anizing dealer tire equipment was an 
outstanding feature of TBA market- 
ing in 1953 and early 1954. 

Programs designed to help dealers 
equip their stations with modern 
power tools for handling tire service 
got big results. For the most part, 
efforts were concentrated on me- 
chanical tire changers, which dealers 


bought in large quantities. 

Oil companies also sold a good 
volume of smaller items—power lug 
wrenches, tube testing tanks and other 
aids to better tire service. 

These programs will continue, prob- 
ably on about the same scale, though 
some new pieces of equipment are 
being included. 


BATTERIES 
In the battery field the 


12-volt 


battery and the dry-charge battery 
share the spotlight. More and more 
cars are coming out with 12-volt 
equipment and in time all cars may 
switch over to 12 volts. 

The dry-charge battery may be 
making a place in the industry on its 
own merits. 

Discussions seem to indicate a di- 
vided opinion among both battery 
men and oil TBA men, but the dry- 
charge battery has been accepted 


a quart a day 
buys a LuBar... 


From the sale of just one extra 
quart of oil a day...a fraction 
of its potential... LuBar 
completely pays for itself in 12 
months! In addition to this high- 
speed recovery on your invest- 
ment, your LuBar will continue 
to build traffic, stimulate sales for 
years. Ask your Tokheim repre- 
sentative about the easy LuBar 
12-month payment plan. 


and LUBAF setts more oil! 


New LuBar displays 96 quart cans of 
oil, with access to stock from both 
sides of the unit. Keeps oil at customer 
eye-level to stimulate impulse buying. 
Styled to match pumps, LuBar im- 
proves station appearance, indicates 
modern, efficient station management. 
Convenient pull-out metal “can-tainer” 
at bottom for empties, or area can be 
used to store and display 5-quart cans. 
Front and back lock-panels easily 
removable, store on sides of cabi- 
net. Unit includes tabs for instant 
SAE identification, provisions for 


either globe or 
overhead lighting. 


Write for 
Free Bulletin 


General Products Division 
TOKHEIM CORPORATION 


Designers and Builders of Superior Equipment 


1650 Wabash Ave. 


Since 1901 


Fort Wayne 1, Ind. 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto, Ontario 
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CLAMP BITES INTO 
STANDARD—WORKS 
ON VISE PRINCIPLE 


E=-Z SHELVING 


FOR BETTER 
SALES DISPLAY 


@ Built for the Petroleum Industry 

by a Petroleum Transport Manufacturer 

—that’s “E-Z” SHELVING HARD- 

WARE, which is “setting the style’ in 

leading Service Stations wanting the —_ 

finest DISPLAYS of merchandise. _ , 


USES EVERY INCH OF WALL SPACE FOR DISPLAY 


“E-Z" Brackets and Standards work on “slide-rule” principle. Simp! 
standard to wall—disregarding level of floor. Insert | ene in sli Dae 
bolt clamp bracket and lock to standard. Bracket digs into standard with 
weight of load. Clamp holds to standard like a vise. Adjustment by slidin up or 
down at pin-point variations. Makes solid displays. 12-gauge steel brackets in 
sizes 6” to 30”. 14-gauge standards 33” to 96”. Fits around windows, doors, 
pipes, etc. Handsomely finished. Very inexpensive. Cheap enou for storage. 
Rearrange entire loaded shelf in minutes. Write for FREE PLAN BOOK. 


a Spe 


Illustration shows blank wall made into large 
rs. 


Carries heavy, mass di “E-Z” 
display shelves in few how : + taal te 


Supports concealed. 
GOOD JOBBER TERRITORIES ARE STILL AVAILABLE 


Standard Steel Works 


DEPT. NP10, NORTH KANSAS CITY, MISSOURI 


EVER-TITE ouce Conslings 


—precision machined 


Superior quality forged ——N 


Uniform wall thickness 8 


—no weak ane Sr) 


Extra heavy reinforcing rim 
for longer service life 


Extra 
Hi-Strength Steel 
forged pins 
handles —greater 
—greater safety and 
economy longer 
service 


Uniform heavy 
wall thickness 


—no weak spots Superior quality forged body 


—precision machined 
—accurate tolerances 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 





SERVICE STATION SECTION 


where it has been introduced. 

Enough favorable comments have 
been heard from oil marketers to 
suggest that those who have a dry- 
charge battery line will have an edge 
on competitors who do not. 

Better Batteries—Last year saw the 
battery industry reach the peak of a 
cycle of product improvement. All 
manufacturers were able to offer bat- 
teries with better plates, new kinds of 
separators and improved containers. 
Use of low-gravity electrolyte became 
general. 

Most lines now include a premium 
battery with an extra large electrolyte 
space permitting the addition of water 
less frequently. One maker (Willard) 
came out with a filler control device 
so a higher electrolyte level can be 
maintained in summer, and a lower 
level in winter. 

Last year also saw competition from 
long-term battery guarantees, intro- 
duced mostly by battery sellers new 
to the field. They are not expected 
to be an important factor in the mar- 
ket for long, but there will continue 
to be some service station operators 
who will take on these new lines. 

Batteries in colored cases, first in- 
troduced late in 1952, have been pro- 
duced in a limited way. The colored 
cases are used mostly on premium 
batteries, and for the most part for 
oil company private brand batteries. 

The Edison brand automotive bat- 
tery disappeared from the scene last 
year. The maker, Thomas A. Edison, 
Inc., withdrew from the automotive 


— ANTIFREEZE 

Holding position in the antifreeze 
market last season became a big prob- 
lem for all producers and sellers. The 
struggle promises to be more intense 
this year. 

For the first time, suppliers met 
head-on the problem of how to get 
car owners to drain and discard old 
antifreeze at the end of the season. 
Both oil companies and antifreeze 
manufacturers took a long look at the 
motorist’s opposition to this practice, 
tried to gauge the extent of it and 
started to do something to counteract 
it. 

Deep price cuts announced early 
this year on glycol-type antifreeze are 
calculated to win car owners to the 
permanent type. At the same time, it 
is possible to create new markets for 
the glycol-base product by hammering 
away on the danger of leaving old 
antifreeze in the cooling system. 

Two-Edged Education—But in this 
campaign it is a question of who is 
most in need of education, the dealer 
or the motorist. 


NATIONAL PETROLEUM NEWS ° June 30, 1954 











At your new location, or replacing the old, a Colum- 
bian Metal Service Station can persuade many a passer-by 
into becoming a customer. The smooth exterior finish is 
easily kept spotless and sanitary . . . its painted surface 
can be washed like a car! 


Columbian stations are designed to accomplish sales 
and service in shortest time . . . with maximum efficiency. 
Panel-type steel construction is erected in a jiffy .. . 
assures tight-fitting, rigid walls. Here is long-lived pro- 


COLUMBIAN TRUCK TANKS 


Smart-looking units, compactly designed for maximum payload, quick, effi- 
cient service. 1000, 1200, 1500-gallon capacities . . . five compartments. 
Built specifically to meet 
your needs with great- 

est economy. 


—_ 


? 
. aITIES 5 SERVICE = 


is S  peTTway on C0. 


- 


# 


tection against fire, weather, warping, shrinking, rotting, 
splitting . . . and against termites. 


Tailored to your exact needs—super-service stations or 
small units, with or without lubritorium, in a variety of 
styles. Easily dismantled, moved and re-assembled, if 
necessary. 


Write today for complete, fully illustrated catalog and 
price list. Put a new Columbian face forward! 


COLUMBIAN SMALLER BUILDINGS 


Readily adaptable to any business. All the advantages of larger Columbian 
buildings. Fine for snack, souvenir or produce shops 
need. Clean, attractive, 

efficient, economical. 


various sizes for any 














lt is certain that this year the anti- 
freeze manufacturers will attack the 
question on both fronts. They will 
spend money on consumer advertising 
that will preach the value of good 
cooling system care. They also will car- 
ry the story to dealers in as many ways 
as are available to them. 

Oil companies, in general, endorse 
this kind of program, but will have 
little money left to advertise it after 
their gasoline and motor oil promo- 
tions. 

But they probably will make a 
strong effort to educate their dealers, 
many of whom as yet are not sold on 


rts Wake Mee Gale) Metis dtel « 


the idea that permanent antifreeze is 
good for only one season. 

There are two newcomers seeking 
private brand antifreeze business: 
Dow Chemical Co. and Mathieson 
Chemical Corp. While oil companies 
have become large buyers of private 
brand antifreeze, it was being said 
early this year that if prices trend 
down to less profitable levels, some 
companies may consider revising their 
policies. 


THE BUDGET PLAN 


In an effort to get more TBA busi- 
ness, oil companies took a few hesi- 


boost your TBA 
sales and profits 
with 

CRESCENT 
battery cables ! 


The leaders of the oil industry find 
that Crescent offers everything 
they need to boost their battery 
cable business—superior products, 
attractive price structure, 
merchandising tailored to each 
specific need. Today is the right 
time to find out how Crescent 


can help you! 


THE CRESCENT COMPANY, INC. 


PAWTUCKET, RHODE 


ISLAND 


NATIONAL 


| studied by 


| new budget 


tant steps into installment selling 
during the past 12 months. In all but 
one case, these budget plans were 
tied to credit card holders and con- 
sisted of stretching out terms, gener- 
ally from three months to six months. 

British-American Oil Co. promoted 
with good success a four-month in- 
stallment plan for tires, restricted to 
credit card holders. 

On the West Coast, Standard Oil 
Co. of California has been developing 
a full-fledged TBA budget plan with- 
out the credit card restriction. While 
the company has little to say about 
its budget plan, it is significant that its 
competitors are being stirred into 
more vigorous promotion of their own 


| budget plans. 


TBA installment plans are being 
several more oil com- 
panies. One of them has started a 
plan, not restricted to 
credit card holders but available only 


to selected dealers. Competitors say 


| it’s a success. 


What’s Ahead—The decision to 
limit the budget plan to selected deal 
ers may reveal a line of thinking that 
may become general among oil TBA 


| men. 


There is much discussion of the 


| futility of pushing an aggressive TBA 
| campaign through the backward deal- 
| ers, with poor stations and low gal- 


lonage. 
It is being noted that a numerically 
small segment of all dealers account 


| for most of the TBA sales in any oil 
| company, and that these are the only 


types of outlets that ought to be con- 
sidered in mapping sales strategy. 

As more new stations are built, the 
contrast between the old and the new 
becomes more painfully apparent. 
And TBA men may be just about 
ready to cross off the undesirable out- 
lets. 

Sound as the idea may be, in theory, 
discussions have done little so far ex- 
cept bring to light a few exploratory 
statistics. For instance a typical analy- 
sis in One company revealed that 76% 
of the battery volume came from 20% 
of the dealers. What, if anything, 
should or can be done about it is far 
from clear in anyone’s mind. 

As long as a dealer continues to 
handle the oil marketer’s brand of 
gasoline, it seems clear that he will be 
permitted to stock the company’s line 
of TBA merchandise, even if he buys 
in dribbles. In oil marketing all 
theories come back to the principle 
that TBA and gasoline go together 
and the existing ample supply of gaso- 
line in relation to demand influences 
management to hang on to all outlets, 
no matter how small. 
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ING-RICH 


PORCELPANELS 


you can have a modern, attractive building 


QUICKLY AND ECONOMICALLY 


A bright, attractive service station is a proven business-builder . 
and now with Ing-Rich PORCELPANELS you can have a beau- 
tiful, durable building, quickly and economically! 
PORCELPANELS are prefabricated panels of genuine Porcelain 
Enamel on steel or aluminum,—the material that Ing-Rich 
pioneered for gasoline service station construction. The long life, 
° permanent beauty and ease of cleaning of this high quality ma- 
Ideal for either terial have been amply proved through decades of service station 
Fi experience. 
new construction Speedy erection is an advantage of PORCELPANELS that 
means much to many service station operators. For new construc- 
or modernization tion or modernization, this material can be quickly installed, 
resulting in a completely new, modern appearance in a minimum 
of time. 
We design, manufacture and install PORCELPANELS, espe- 
cially made for each application. For complete satisfaction, 
specify Ing-Rich PORCELPANELS. 








INGRAM-RICHARDSON 


WRITE FOR a copy of our 8-page descriptive MFG. COMPANY 


bulletin, giving detailed drawings of typical Beaver Falls, Pennsylvania 
applications of Porcel Panels. 


Please send copy of your bulletin 1053 to: 





INGRAM-RICHARDSON Ss mae 
MANUFACTURING COMPANY S| 2 


: Add 
BEAVER FALLS, PENNSYLVANIA ‘ - | si 








Member of the Porcelain Enamel Institute 
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Let's Look at What's Ahead for Stations 
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It takes figures to measure service station business. And it takes 
more figures and related facts to size up the potential. 

On these pages, NPN presents an assortment of facts and figures 
that have a direct bearing on business at the retail outlets. Accom- 


panying this is a page of tables 
containing pertinent statistical 
data. 

The information is based on 
surveys and studies by official 
agencies as well as NPN studies. 

e Service stations will gross about 
$527 million more in sales in 1954 
than they did last year. 

e There will be about 189,490 sta- 
tions (1,333 more than 1953) to share 
in the estimated $11,063,000,000 
worth of business which will come 
their way this year. 

e About 57.7 million vehicles will 
be registered this year, with 57.2 mil- 
lion of them privately owned. Most of 
the service station income will be de- 
rived from the 47.4 million passenger 
cars that will drive almost 10,500 miles 
each this year. 

e An average of 250.6 passenger 
cars per station will contribute most 
to the $58,000 average gross income 
of each station, giving the operator a 
net of about $5,800. 

e The station will serve an average 
of 168.8 car-owning families in its 
area. 

e The station will have as potential 
customers some 393.3 licensed drivers, 
of whom 122.9 will be women. 

Service stations this year: 

e Will sell more than 37 billion gal. 
of gasoline—about 33 billion to pas- 
senger Cars. 

@ Will sell almost 438 million gals. 
of motor oil to passenger cars only. 

e Will get a major share of the 
more than 47 million passenger car 
tire replacement sales. 

e@ Will benefit from the 24.5 million 
batteries which will be sold this year. 


THE MARKET 


There will be 8.6 million more ve- 
hicles on the road by the end of this 
year than there were in 1950—57.7 
million as against 49.1 million five 
years ago. There will be 7.3 million 
more passenger cars in use this year 
than in 1950. 

Today’s service station will serve, 
on the average, 25.7 more car-owning 
families than five years ago, but at the 


84 


same time will be servicing 38.3 more 
passenger cars than in 1950—212.2 as 
compared to 250.5 this year. 

Also, in 1950 one out of every 4.6 
licensed drivers was a woman. Today 
one of every 3.2 drivers is a female, 
emphasizing the necessity of giving 
more consideration to tailoring sales 
approaches and services to the woman 
buyer. 


SALES POTENTIAL 


The average miles driven per year 
will be 1,016 more this year than in 
1950, meaning each customer will 
purchase about 68 gal. of gasoline 
more this year than five years ago. 

For the service station this adds up 
to 45,110 more gal. of gasoline to be 
sold this year over 1950, or an in- 
crease of 3,760 gal. a month. This 
includes the gasoline purchased by the 
38.3 new customers the station has 
acquired in the same period. 

On the average, the passenger car 
owner will buy slightly less than one 
quart more of motor oil this year than 
he did in 1950, but the larger number 
of customers per station will account 
for an average gain in motor oil sales 
of 353 gal. for the year, or 29.4 gal. 
per month. 

Since gasoline purchases are the 
prime factor bringing customers into 
service stations, they represent the 
number of sales opportunities or cus- 
tomer contacts available to the station. 

It is estimated that in 1950 service 
stations averaged 20,605 customer 
contacts per year minimum—exclud- 
ing inquiries about restrooms, direc- 
tions, etc., other than actual gasoline 
purchases. This year stations will aver- 
age some 24,211 gasoline purchases, 
a gain of 3,606 sales opportunities for 
items other than gasoline. 

That’s a gain of about 10 sales op- 
portunities per day if a station is open 
seven davs a week. 


TBA, SERVICES 


This year there will be about 8,390,- 
000 more passenger cars on the road 
requiring periodic checks of automatic 
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transmissions and drains and refills. 

About 47,163,000 passenger tire re- 
placement sales will be made this year. 
There will be about 10.8 tires sold 
for every 10 cars on the road, slightly 
higher than in 1951, 1952 and last 
year, but 3.4 tires under the 1950 sales 
figure. 

Batteries will sell at a rate of about 
5.6 for every 10 cars on the road to 
total 24,500,000 by the end of 1954. 
In 1950 the average was 7.3 batteries 
per 10 cars. 

In addition to the TBA and services 
which probably will be sold, American 
Automobile Assn. data on causes of 
passenger car breakdowns reveal the 
potential of additional sales and serv- 
ices available to the service stations 
through aggressive selling. For ex- 
ample: 

—In 1953 there were 9,523,000 
passenger car breakdowns due to tire 
failure. Many of these could have been 
avoided by proper tire inspection at 
the station, and additional tire sales 
may have resulted. 

-—Some 9,196,000 battery failures 
were reported last year by AAA. Reg- 
ular battery inspection could have re- 
duced this number and also resulted 
in more battery sales. 

—National Safety Council reports 
that in 1952 of 2,159,800 highway ac- 
cidents, 17,370 were due to defective 
brakes. A check and refill of the 
master brake cylinder during lubrica- 
tion could have cut this figure down. 

-—Some 4,450 of the accidents were 
due to defective headlights and 2,200 
to defective tail lights. More light 
bulbs sold by the service station could 
have reduced that figure. 

All these station services and prod- 
ucts this year probably will total more 
than $11 billion this year, a gain of 
more than 46% over 1950 and an esti- 
mated 4.2% above last year’s figure of 
about $10.5 billion. 

To each service station this means 
an average gross this year of $58,383, 
or $18,487 above the gross five years 
ago. 

It is estimated that there are only 
196 more service stations in the U.S. 
now than in 1950, but they handle 
some 8,578,000,000 gal. more gasoline 
and will service about 7,311,000 more 
passenger cars than five years ago. 
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Motor Vehicle Registration 
(000) 


Privaiely Owned Vehicles 
Total Reg. Pass. Trucks 
49,143 
51,949 
53,265 3 
56,280 46,245 
57,780 47,478 
*NPN forecast 


Customers Per Station 


Year *Number of No. Private No. Cars 
Service Passenger 
Stations Cars 

1950 189,294 40,167 

1951 188,361 

1952 187,877 

1953 188,157 

**1954 189,490 


*NPN figures based on Bureau of Census and Bureau of Labor Statis- 


tics data. 
**NPN forecast. 


Service Station Sales Breakdown by Years* 


Pass. Cars Only 
Year Total Gal. Avg. Total Avg. Total Avg. Gal. Avg. G 
Gasoline Gas. Per Gas. Per Motor Oil 
Station Station Per Sta. 
(000,000) Per Yr. Per Mo. Per Year Per Mo. 
28,522 150,678 ym 160.5 
161,937 495 163.4 
172,813 . 170.3 
35,5 188,671 185.3 
37,100 195,788 16,316 192.5 
*Based on NPN estimates 
**NPN forecast. 


Defects Causing Accidents, 1952* 


Total All Tail 
Accidents Brakes Steering Lights Light Other 
2,159,800 17,370 4,400 4,450 2,200 8,950 


*National Safety Council data 


Dollar Volume of Station Sales* 


Total Avg. Per Station 
(000,000) 
$ 7,553 $39,896 
9,151 
9,976 
10,536 
11,063 


*Based on Department of Commerce data and NPN estimates 
**NPN forecast 


The Station Customer* 
Year Number 
Families Avg. Car- Total No. Nu 


mber 


Owning Licensed Avg. Per Women 

Families Drivers Service Drivers 
Per Sta. (000) Station (000) 
143.1 62,193 328.5 15,051 
158.2 64,444 342.1 17,142 


162.9 66,826 355.7 
166.3 71,680 380.9 
168.8 74,540 393.3 


*Estimates based on Department of Commerce, Bureau of Census and 
N ata 


PN data. 
**NPN forecast. 


Passenger Car Consumption Data 


Year Avg. Miles Avg. Gal. Avg. Qt. 
Per Year Gasoline Motor Oil 


1950 9,469 631 36.3 3,5 
1951 9,566 638 35. 5.4 


No. Automatic* 
Transmissior 


Per Car Per Car (000 


) 
10 
70 


1952 9,930 662 35. 7,400 


1953 10,290 686 36.2 98 


50 


**1954 10,485 699 36. 11,900 


*Based on data obtained from automobile manufacturers 
**NPN forecast 


TBA Market 


*Pass. Car Tire Avg. Tires Batteries Avg. Batteries 
old 


Replacements Sold Per Sold 


Per 


10 Cars 10 Cars 


(000) (000) 

. 24,442 

1951 34, ‘ 22,219 

1952 5,45 ol 22,453 

1953 5, . 23,614 

***1954 ,16: . 24,500 
*Rubber Manufacturers Assn. Gata 

**Assn. of American Battery Manufacturers data ***NPN 


3 
l 
5 
s 
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forecast 


Cause of Passenger Car Breakdowns* 
(000) 


Cause 1950 1951 1952 
Tires 10,054 10,443 11,015 
Batteries 10,830 10,266 10,837 
Ignition 3,918 6,468 5,033 
Carburetor 2 1,608 538 
Gas Line 596 534 
Lights 440 492 
Brakes 763 920 
Other 14,95 18,303 13,029 
Total 48,887 42,398 
*American Automobile Assn. data. 


Station Building & Pumps 


*Service Station 


1953 
9,523 
9,196 
5,662 

989 
$22 
406 
493 
12,097 
41,388 


**Computer Gasoline 


Bidg. Permits Pumps Sold 


5,446 123,568 

1951 3,092 100,425 
1952 3,632 72,402 
1953 ‘ 79,368 
1954 5, n.a 

*Bureau of Labor Statistics data 

**Gasoline Pump Manufacturers Assn. Data 

***Forecast by NPN 

n.a.—No estimate available 





1959 0 iPS 
1952 + OY RUTTMA 
1951 erwin ie 
1950 sotinite’ parsons 
1949 sit wo 

1948 watt “Wo'se 


1947 a 833 "0 


1946 cronce nosson 


1941 nies nose, novo oavs 


ween 
1939 witbur 

1938 1.275 .teiy. 
1937 wits ve" swe w 
1936 Levis ae Yer 


Wane atti cttnie 


1934 wus site cummins 


SELL THE 
J CONSECUTIVE 


IN 1917 © 

1918 © 1919 
1942 © 1943 
1944 © 1945 


1930 100.44 M.P.H. 
BILLY ARNOLD 


104.14 M.P.H. 
FRED FRAME 


1931 96.62 M.P.H. 1928 99.48 M.P.H. 
LOUIS SCHNEIDER LOUIS MEYER 
if you wish to have a free reprint of this advertisement 
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TIRE OF CHAMPIONS 
INDIANAPOLIS RACES HAVE BEEN WON ON 


Firestone 


130.840 M.P.H. 
BILL VUKOVICH 


195 


The Only Tires Made That Are Safety Proved On 
The Speedway For Your Protection On The Highway 


T= Indianapolis Race is more than a 
breath-taking spectacle of speed; 
more than a colorful carnival of thrills 
and chills. It is not just a stunt. On 
the contrary it is a practical, torturous 
test of new automotive developments 
before they are adopted for regular pro- 
duction. Authorities say that 500 miles 
on the speedway are equal to 50,000 
miles of ordinary driving .. . 5 years 


ae, “AA 
i - pa 


ot average service crowded into less than 
4 hours! 

For many years, every driver in the 
race has bought Firestone Tires, because 
no driver is willing to risk his life or 
chances of victory on anything less than 
the safest tires that money can buy. Talk 
to your Firestone Representative . . . let 
him show you how “You can Sell more 
in 54 if you Sell Firestone.” 





1921 TOMMY MILTON 


88.55 M.P.H. 
GASTON CHEVROLET 


97.54 M.P.H. 
ORGE SOUDERS 


1 


101.13 M.P.H. 
TE DE PAOLO 


90.95 M.P.H. 
MMY MILTON 


1913 7822 "ux 


1926 PRANK LOCKHART 1924 sen GOveR, t. cont 


. write to The Firestone Tire & Rubber Co., Akron 17, Ohio 


1922 94.48 M.P.H. 1911 74.59. M.P.H. 
JIMMY MURPHY RAY HARROUN 
Copsright 19054, The Firestone Tire & Rubber Ce 
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SERVICE STATION SECTION 


Handy Tools Ease Labor Woes 


Countless labor-saving tools—both large and small—are doing a big 
job of saving time and work for service station dealers. As competition 
for the motorist’s dollar increase, they play an ever-larger part in satis- 
fying the demand for fast, efficient service. 

They range from large, relatively expensive pieces of equipment— 
automatic tire changers, power impact wrenches and others—to small 
tools specifically designed for one operation. These specialized devices 
wipe out many service bottlenecks on new model cars that would have 
been almost impossible to solve without them. 

All but a few of the tools are available from most manufacturers and 
tool supply houses and are easily within the budget range of the average 
station dealer. 


ON A CALL to a stalled car with automatic drive, where a push won't do the trick, 


, y EASE OF HANDLING and space-saving 
battery clamps connected by long wires save carrying an extra starter battery 


help sell overhead hose reels to dealers 


SPECIAL PLIER with grooved jaws simplifies removal of the 


HANDY TO ; : 
ade Gel cael Gadling aw ame OL TRAY clamps on the radiator and brings all 


under-hood service tools within easy reach 
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TURNING TOOLS for automatic transmissions save valuable LOW PRESSURE grease gun extensions, with pressure relief 
time in getting the drain plug into place valves, are designed for universal joints and rear wheel bearings 


IMPACT WRENCHES take most of the hard work out of ATTACHMENTS for almost any kind of tire service are 
wheel changing. They also serve as drills available with the many new automatic tire changers 


a ct | er —t™*s 
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t's profitable to 
DISPLAY MOTOR O/L THIS 
EASY AND EFFECTIVE WAY 


Dealer Net $13.95 


Holds 8 rows of 5 cans each—40 quarts of oil. Ex- 
ceptionally strong. Won't rust. Good appearing. Sim- 
ple to keep clean. Extended handles for firm grasp. 
Well balanced for easy rolling. 


The rack is made from 4" steel rod electrically welded 
together to make it extra strong. Wheels are rubber tired 
6x1.5" with ball bearings mounted on 2" steel axle. 


Write for complete details and prices. 








New Gasoline 
PRICE SIGN 


All lettering raised. Black lettering, figures red. 
Baked enamel for long-wearing sign which does not 
fade like ordinary painted signs. Changeable numerals 
fasten on 16-gauge steel sign with cadmium-plated 
(non-rusting) bolts. Gasoline prices can be easily and 
quickly changed. Sign size 24” x 36”. Large num- 
erals 10”; smal! numerals 3” high. 


Price of sign as shown— 
with your prices $10.10. 








Easy to see— 
simple to change 


STELLO PRODUCTS COMPANY 


704 S. Main St., P.O. Box 349 
/ 





Hutchinson, Kansas 


\leeekeeeee 
Jet Propel Your PROFITS 
with the GREATEST 


JETOMATIC 


CAR WASHER EVER MADE! 


GET RID OF 
GAS FUMES THIS 
LOW-PRICED WAY 

A complete packaged unit 


for Service Stations 


NOW $ 95 


ONLY Pre: 


Factory 


Keep your service bays free 
of dangerous carbon monox- 





ide gas, smoke and fumes with 

a NATIONAL “EXHAUST- 
DOR” SYSTEM. New low price 
saves you dollars. No expensive 
motors or blowers needed. Comes 
complete—there is nothing else 

to buy. Sold under a money- 

back guarantee. 


Write for Literature. 
\ No Obligation. 


Jetomatic OVERHEAD Mode! 


*% Automatically wets, soaps, rinses 
% For ALL auto washing needs 
% 11 Models to choose... 
(floor or overhead track) 
% Easy to install G operate 
% No engineering needed 
% No special bay 
% No compressor needed 
% Portable; Low Cost; pays for itself. 


@ Write for New Catalog NP-54 @ 


/ JETOMATIC. Inc. 


THE NATIONAL SYSTEM OF 
GARAGE VENTILATION INC. 
149 W. WILLIAM ST. @ = DECATUR, ILLINOIS 


| Wakelee at Hallnap Ansonia, Conn 
* DISTRIBUTORS INQUIRIES INVITED * 


nw TR FR RS 
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FLEXIBLE grease gun extensions bend 
easily around tight corners 


RATCHET WRENCH is designed for 


oil filter service on many new model cars 


SMALL OIL CANS give a controlled 
drip flow for generators and other parts 


COMBINATION valve and fishing tool 
keeps the valve stem from getting away 


NATIONAL PETROLEUM NEWS *« June 30, 1954 





% SERVICE: STATION SECTION 


NPN Directory of Oil Equipment Jobbers 


This 1954 directory contains geographical listings of 1,000 oil marketing equipment jobbers and 
distributors, and manufacturers’ representatives in all 48 states, the District of Columbia, and three 


Canadian cities. The listing also includes some automotive jobbers that have consistently reported a 
large volume of oil marketing equipment sales. 


NATIONAL PETROLEUM News compiled the directory from questionnaires sent to oil marketing 
equipment companies. 


ALABAMA 


Birmingham 


Craven Equipment Co. 
2722 Seventh Ave., S. 


Haydn-Myer Co., Inc. 
2224 Comer Bldg. 


Johnson Oil Equipment Co. 
1822 Huntsville Rd. 


Oil Equipment Co. 
733 Graymont Ave. N. 


Pump Shop, Inc. 
1015-7th Ave. South 


United Auto Supply Co. 
1911-4th Ave., South 
Dothan 

Nichols Trailer & Equipment 
Mobile 


John W. Davis 
P. O. Box 4096 


Wallace R. McKinney, Jr. 
154 §. Franklin St. 


Montgomery 


Equipment Service Co. 
Mt. Meigs Road 


ARKANSAS 


Little Rock 


Arkansas Wayne Co., Inc. 
3407 Mablevale Pike 


555 Inc. 
2nd & Broadway 


Glover Equipment Co. 
314 Commerce St. 


Kelly-McNutt 
5127 Centrell Ave. 


Nichols Equipment 
115 East 2nd 


Geo. Radford Co. 
518 East 2nd St. 


Voss Hutton Co. 
400 Spring Street 


North Little Rock 


Petroleum Equipment Sales Co. 
2107 Franklin St. 


West Memphis 


Newberry Equipment Co. 
P. O. Box 5 


ARIZONA 


Phoenix 


Valley Distributors 
1213 S. 19th Ave. 


Huddleston Equipment Co., Inc 


1510 West McDowell 


Geo. S. Thomson Co., Inc. 
915 S. Central Ave. 
Utility Trailer Sales Co. 
1751 Grand Ave. 
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Alemite Stewart Warner Co. of 
Arizona 
326 N. 3rd Ave. 


CALIFORNIA 


Bakersfield 


Lawless Brothers 
1131 22nd St. 


Compton 

F. O. Chamberlain Maintenance 
Co. 

15508 S. Butler Ave. 

Fresno 


Haehl Equipment 
1903 North 99 Highway 


Haire-Murray Co., Inc. 
3060 E. Tulare 


Kerrick & Co. 
2408 Belmont St. 


James E. Lee 
2860 Church 


Oil Equipment, Inc. 
2438 Tulare Street 


R. E. Wickersham 
2617 Tulare Street 


Huntington Park 


R. H. Baker & Co., Inc. 
2070 E. Slauson Ave. 


los Angeles 


Ernest E. Brown 
9223 Victoria Ave., South Gate 


Bryant Gasoline Pump Co. 
1547 Venice Blvd. 


Butler Compressor Co. 
1321 Maple Ave. 


Cascade Building & Equipment 
o. 

221 W. 23rd St. 

J. D. Cochin Mfg. Co. 

3865 E. Medford St. 


Diamond-U Products 

8459 Dearborn Ave., South Gate 
Duncan-Hunter Co. 

8215 S. Avalon Blvd. 

O. S. Gould 

1970 North Newhampshire St. 
Harman Equipment Co. 

3605 E. Olympic Blvd. 
Hayward Hallett Equipment Co. 
410 San Fernando Rd. 


Huber Equipment Sales Co. 
1046 S. Olive St. 


Huddleston Equipment Co. 
1148 S. Los Angeles St. 


E. A. Key Co. 
1947 Santa Fe Ave. 


Lewis & Sweasy 
3307 South Flower 


Lubricating Equipment Co. 
1148 South Los Angeles 
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U. S. Flexible Metallic Tubing 
Co. 
454 E. 3rd St. 


Pacific Equipment Co. 
2319 East 8th St. 


J. W. Rawley 
1833 South Main 


Shields-Harper 
239 West Adams Blvd. 


U. S. Equipment Co. 
501 W. Washington Bivd. 


Utility Trailer Sales Co. 
4073 S. Alameda St. 


wt Pump Co. of Los Angeles 
4432 Long Beach Ave. 


Pump Engineering Co. 
2011 South Santa Fe 


Milton J. Wershaw Co. 
1233 Santa Fe 


Westco Pump Sales Co. 
2315 East 8th St. 


Merced 

Merced Pump Service 
610 Fifteenth St. 
Oakland 


Airline Products Co. 
1409-104th Ave. 


Howard Supply Co. 
230 Madison Ave. 


Lincoln Engineering Co. of 
alif. 
2850 Broadway 


Robert J. Miller Co. 
955 W. MacArthur Blvd. 


Service Station Maintenance Co. 
2509 Broadway 


Shields, Harper & Co. 
5107 Broadway 


Stevens Service Station Repairs 
9623 Holly St. 


Thomas Engineering 

1600 East 12th 

Redding 

Redding Service Sta. Equip. Co 
Sacramento 


Chanslor-Lyon Co. 
1714 K St. 
Henderson Bros. 
1501 K St. 


Smith-Matthews, Inc. 
325 North 16th St. 


San Diego 

Bay Equipment Co. 

3800 Midway Dr. 
Equipment Engineering Co. 
1470 India St. 

L. C. Harrington, Inc. 
3855 Sixth Ave. 

Reuther Equip. & Paint Co 
Front & Market Sts. 


ow ~~ 


Western Pump Service Co 
3631 Rosecrans Blvd. 


Western Service Equipment Co 
735 Sixth Ave. 

San Jose 

Eastman Equipment Co 

871 Park Ave. 

San Francisco 


P. L. Badt Co. 
568-7th St. 


Campbell Construction & 
Equipment 
465-10th 


DeLaval Pacific Co 
61 Beale St. 


G. C. Demetrak & Co 
700 Minnesota 


Harman Equipment Co 

7 Front St. 

Heil Equipment Co. of Northern 
Calif. 

999-16th St. 


Myrick Equipment Co 
320 Tenth St. 


Oil Marketing Equipment Co 
325 Fremont 


Paramount Mfg. Co 
Mills Bldg. 


Service Station Maintenance & 
Sales Co. 
1155 Harrison 


The Trask Co. 
1118 Folsom St. 


U. S. Flexible Metallic Tubing 
Co. 
63 Main St. 


Westco Pump Sales Co 
85 Industrial St. 


John Wood Co. 
Bennett Pump Division 
420 Market St 

Senta Ana 

M & S Maintenance Service 
1060 E. 6th St 

Santa Rosa 

Carner Bros. 

208 Davis 

Seuth Gate 

Dawn Associates 

3263 Independence Ave 
Stockton 


Jack Benton 
1204 E. Main St 


COLORADO 


Coiorado Springs 


W. W. Dillingham, Inc 
827 N. Tejon Street 
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Denver 

Accessory Supply & Equipment 
Co. 

2615 Walnut St. 


Atlas Machinery & Supply Co. 
45 §. Santa Fe Dr. 


Barter Machinery & Supply Co. 
230 S. Santa Fe Dr. 


Eaton Metal Products Co. 
4800 York St. 


The Equipment & Supply Co. 
1422 Sixteenth St. 


R. B. Grant 
P. O. Box 1966 


Guaranteed Pump Service 
635 Santa Fe Drive 


Hendrie-Bolthoff Co. 
1635 17th St. 


Littlejohn’s Equipment Co. 
1324-19th St. 


A. Y. McDonald Mfg. Co. 
1950 Blake St. 


A. J. Philpott Co. 
1816 California St. 


Waterworks Sales Co. 
200 West 48th Ave. 


Winter-Weiss Co. 
2201 Blake St. 


CONNECTICUT 
Bridgeport 


Liberty Auto & Electric Co. 
38 Gurdon St. 


Martin Marine Sales Co. 
44 Wentworth St. 


Hartford 
Bervic Co. 
760 Tolland St. 


D. & C. Equipment Co. 
10 Edwards St. 


Equipment Service, Inc. 
40 Airport Road 


L. S. Kirby 
1S Oakland Terrace 


Meter & Tank Equipment Co. 
P. O, Box 537 


Whitlock Mfg. 
New Haven 


A. Acabbo & Co. 
8 Prospect Ave. 


Gaseco 
224 Bassett St. 


The Gasoline & Oil Equip. Co. 
224 Bassett St. 


New Haven Fuel Equipment Co. 
170 Middletown Ave. 


Oil Equip. Mfg. Corp. 
169 Derby Ave. 


Norwalk 


Chelsea A. Everson 
470 Main Avenue 


Curran-Waring Equipment Co. 
P. O. Box 207 


Russell Pump Service Co. 
342 Main St. 


South Windsor 

Meter & Tank Equip. Co. 
Route 5, Springfield Ra 
Waterbury,, 2 


Weston Bquip. Ce. 
125 Washington Ave. 


Windsor 

Frank Brooke 

46 Filley St. 

DISTRICT OF COLUMBIA 
George W. Chick 

1220 Holbrook Street, N. E. 


French’s Petroleum Service 
Rear 1330 So. Capitol St. 


L. A. Fritter & Son 
127 Seventh St., S. E. 


Heil Equip. Co. of Wash., D. C. 
1003 Wisconsin Ave., N. W. 


Petroleum ™~ © hs Co., Inc. 
3313 8th St, 


Petroleum inietececes Co., Inc. 
Rear 433% Sixth St., S. WwW. 


J. D. Theisz 

1210 Pennsylvania Ave., S E. 
Watson Automotive Equip. Co. 
1042 Wisconsin Ave., 


DELAWARE 
Wilmington 


Geo. A. Cochrane 
115 N. Dorman Street 


L. W. Rapkin Co. 
3d and Shipley St. 
FLORIDA 


Bradenton 

William R. Bailey & Son 
3502 14th St., W 

Eustis 


Earle Richardson Co., Inc. 
21 Orange Avenue 


Jacksonville 

T. P. Herndon & Co. 
1818 E. Duval St. 

Oil Dealers Supply Co. 
760 Talleyrand Ave. 


The Osaeco Co, 

Union Terminal Warehouse 
Bldg., Sec. K. 

J. Edward Moon 

1041 Ingleside Ave. 

Petroleum Engineering Co., Inc. 

P. O. Box 1978 

816-820 Talleyrand Ave. 

R. C. Vogel & Co. 

913 Edgewood Ave. 

Ft. Lauderdale 


Carl Peterson 
1313 16th Ave., N. E. 


Benton's Equip. & Supply Co 
2651 N. W. 20th Street 


W. M. Dallett 
Dallett Equipment Co. 
1137 S. W. Ist St. 


Monroe Equipment Co. 
6430 N. W. 22nd Ave. 


Orlando 

Winchell Oil Equipment Co. 
1420 Atlanta Ave. 

Plant City 

Plant City Welding & Tank Co. 
P. O. Box 1308 

Tallahassee 


A. F. Rich Co. 
P. O. Box 101 
216 E. Pershing St. 


Tampa 


Coates Oil Equipment Co. 
1107 Jackson St. 


Herman Young & Sons 
40th and Ellicott Sts. 


Petroleum Equipment Co. 
Madison St. 


GEORGIA 
Atlanta 


C. Thomas Bruce 

1223 Spring St., S. W. 
Crawley-Gorbrandt Co. 

118 W. Peachtree Place, N. W. 


Donald G. Stuck 
11 Pine Circle, N. E. 


Equipment Sales Co., 
649 Ashby St., N. W. 


Ezell Equipment Co. 
185 Peters St., S. W. 


Emil Georg & Co. 
720 Spring St., N. W. 


Georgia Oil Equipment Co., Inc. 
472 Ira St., S. W. 


Nix Petroleum Equip. Co. 
465 Ponce de Leon, N. E. 


ay Supply & Equip. Co., 


nc. 
720 Spring St., N. W. 


Warren S. Mann 
Box 1343 


Augusta 


Whitton Machine & Equip. Co. 
219 Sixth St. 


College Park 

Carley Trailer & Equipment Co. 
Hopeville 

George Watkins 

Savannah 


Meco, Inc. 

Box 2014 

Savannah Equipment Company 
P. O. Box 862 

1408 Bay St. 


Transport Equipment Co. 
P. O. Box 465 


IDAHO 
Boise 


Bertram Motor Supply Co. 
814 Jefferson 


Olson Mfg. Co. 
4000 Warm Springs 


The Lang Co., Inc. 
420 No. Curtis Rd. 


The Olson Mfg. Co. 
P. O. Box 1487 


Ralph E. Wallace 
207 N. 19th St. 


ILLINOIS 
Antioch 
W. B. Gilmer 
Chicago 


Aberdeen Equipment Co. 
224 So. Michigan Ave. 
AMCO Corp. 

1220 W. Randolph St. 


Air Compressor Sales & Services 
2640 West Washington St. 


Auto-Industrial Supply Co. 
6608 North Western Ave. 


Autoquip Co. 
2219 W. Monroe 


Lee A. Bergman 
506 S. Wabash Ave. 


W. E. Bishton, Inc. 
315 W. 119th St. 


Blott-Robb Co. 
2351 W. Chicago Ave. 


Carwasher Equipment Co. 
1921 S. State St. 


William J. Cassel 
Basic Distributors 
1746 W. Madison Street 


Bruns & Collins, Inc. 
1455 So. Michigan Ave. 


C. W. Dennis 
549 W. Washington Blvd. 


L. Feldman & Co. 
2336 So. Michigan Ave. 


Garage Mach. & Installation Co. 
5205-09 S. Sangamon St. 


General Tank Equipment Co. 
4216 W. Ogden Ave. 


Howard E. Gibson 
205 W. Wacker Dr. 


P. R. Girard o. 
327 S. La Salle St. 
William C. Griffiths 
506 S. Wabash Ave. 


Helm Co. 
847 N. Larrabee St. 


Lahey-Jackson Equip. Co. 
2257 So. Prairie 


Mosbeck Oil Equipment, Inc. 
1532 East 75th St. 


Plewke Equipment Co. 
1746 W. Madison St. 


Reliance Products Co., Inc. 
506 S. Wabash Ave. 


A. L. Sobey Equipment Co. 
624 S. Michigan Ave. 


Standard Automotive Equip., Inc. 
3751 West Ogden Avenue 


P. R. Streich & Son 
3940 N. Newland Ave. 


Ray P. Summers 
506 S. Wabash Ave. 


Young Equipment Co. 
608 S. Dearborn St. 


William V. Waldeck Co. 
506 S. Wabash Ave. 
Decatur 


Van Pragg Equip. Co., Inc 
Box 990—Township Line Rd. 


Des Plaines 

R. G. Smith Equip. Co. 
1874 Busse Highway 
Elgin 

Service Equipment Sales Co. 
618 May St. 

Elmwood Park 

P. J. Hartmann 

7648 West Altgeld 
Galesburg 

May Company 


Mattoon 


Schooley & Summers 
Box 205 
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McCook 


Heil-Chicago, Inc. 
7801 W. 47 St. 


Henry Zimmer 
911 16th Avenue 


Mount Vernon 


Standard Tire Co. 
P. O. Box 394 


Peru 


Soedler Hardware Co. 
1723-25 4th St 


Quincy 


Carl W. Honer 
315 N. 12th St. 


Rockford 


H. C. Barnes 
175 Morgan Street 


Skokie 


Harry Henke 
3856 Jerome St. 


Springfield 


Central Illinois Wholesalers, Inc. 


928 E. Adams St. 
E. C. Schultz 


Certified Products Co. 
P. O. Box 298 


Sieg Springfield Co. 
Sterling 


Petroleum Service 
310 13th Avenue 


Waukegan 


Pickus Const. & Equip. Co. 
1220 Grand Ave. 


INDIANA 


Evansville 


Orr Iron Company 
1100 Pennsylvania St. 


Shouse Machinery Co. 
222 Court Bidg. 


Fort Wayne 


Truck Equipment Sales 
2727 McDonald St. 


C. A. Willson 

2310 Hoagland Ave. 
Gary 

Oil Equip. Service Co. 
608 E. Sth Ave. 


Welsh Oil Co., Inc. 
400 E. Sth Ave. 


indianapolis 


S. E. Fenstermaker 
937 Architects & Builders Bldg. 


Gasoline Equipment Mfg. Co. 
1010 E. Michigan St. 


G. W. Gille & Sons 
16 N. East St. 


Indiana Oil Equipment Co., Inc. 


417 Madison Ave. 


McGaughey Truck Equip. Co 
3343 Shelby St. 


Oil Appliances Co. 
145-149 W. 16th St. 


Mishawaka 


Equipment Service Co. 
1218 W. 8th St. 


ee 


O. L. Dossette 
160s a Buckles 


South Bend 


Comes Supply Co., Inc. 
626 S. Main St. 


Webb Cohagan 
1724% S. Main St. 
Box 365 


Indiana Trailer Sales 
Michigan Ave. 


Terre Haute 


Gainey Pump Supply Co. 
321 N. 9th St. 


IOWA 
Ceder Rapids 


McCalley’s Petroleum Maint. 
331 4th Avenue, S. W 


_ Method pegpment Co. 
21 Third St., 


hiaeaiie mn & a. Co. 
2519 16th St., S. W 


Council Bluffs 


McKee Equipment Co. 
1027 Broadway 


Davenport 

Horst Motor Supply 
217 Ripley St. 

Des Moines 


Auto Steam Laundry 
703 9th St. 


Burr Equi 
2279 Habbo Bivd. 


Gibson Pump & Equipment Co. 


1404 Keosaqua Way 


Hawkeye Supply Co. 
610 High S 


Frank R. ibe Corp. 
704 Hubbell Bldg. 


Master Sales Co. 

720 Grand Ave. 
McKibben Service 
2613 Indianola Avenue 


Murdaugh Supply Co. 
511 S. W. 9th St. 


Petroleum Maintenance Service 


2040 S. E. St 


Safety Fill Distributing Co. 
680 42nd St. 


win + ee Equipment 
u 
3435 Hubbell , a 


Ray M. Warner 
148 10th 


Dubuque 


George Bock Co. 
2231 Central Ave. 


Jonas B. Grant 
971 lowa St. 


Ridge Motor & Machine Co. 
465 lowa St. 


Indianola 
New Method Equipment Co. 
Mason City 


Mason City Steel Products Co. 
814 S. Jefferson 


C. R. Keen 
1011 3rd St., N. W. 


Sioux City 


Charles E. Hardy 
2727 Myrtle St. 


A. Y. McDonald Mfg. Co. 
110 Fourth St. 


Storm Lake 


Iowa Equip. & Supply Co. 
6th & Onida Sts. 


Waterloo 


A. Y. McDonald Mfg. Co. 
200 Ida St. 


F. M, Siafford 
1107 Virginia St. 


KANSAS 


Hutchinson 


Ed. A. Andrews Corp. 
800 South Main 


W. E. Dougherty 
P. O. Box 829 


Eaton Metal Products Corp. 
110 North Pershing St. 


Oil Dealers Supply Co. 
704 S. Main St. 


Larned 
A. A. Mercantile Co. 


Doerr Metal Products 
Div. of A. A. Doerr Merc. Co. 


Salina 


Ginder Hydraulic & Mach. Shop 
1218 N. 9th St. 


Topek« 


Hally Equipment Co. 
133-35 Jackson St. 


Wichita 


K & P Equipment Co 
201 N. Walnut 


Service Station Supply Co. 
Box 1658 
201 Ida Ave. 


Zeller Company, Inc. 
1738 North Mosley 


KENTUCKY 


Ashland 


Ashland Supply & Accessory Co. 
Rm. 202 Mayo Arcade Bldg. 


Birch Distributors 
100—16th St. 


Petroleum Equipment Co. 
2521 Jackson St. 


Vogel-Birch, Inc. 
Central at 22nd St. 
Covington 


Kentucky Motor Service 
325 Scott St 


Monarch-Auto-Supply Co. 

722 Scott Blvd. 

Lexington 

R. F. Scrivner Co. 

P. O. Box 219, 220-22 E. 3rd St. 
Louisville 


General Oil Equip. Service Co. 
Republic Building 

Louis Augustus, Inc. 

300 E. Market St. 


Phil S. Crutcher, Jr. 
106 N. Fourth St. 


Economy Maint. & Supply Co 
2601 Dixie Highway 


Fulton Conway & Co 
805 W. Main St. 


W. C. Griffing 
P. O. Box 161 


C. L. McBride Co., Inc 
836 E. Market St. 


Neill LaVielle Supply Co 
505 W. Main St. 


Ben F. Offutt & Co. 
2014 New Main St. 


Service Station Maintenance Co 
613 Congress 


J. F. Shouse & Co. 
2100 Woodford Place 


Wm. J. Showalter 
1375 S. Preston St. 


Fred H. Towery Equipment Co 
735 East Broadway 


Moyfield 
Walker's Service Station Equipt 
Co. 


Owensboro 


Barr’s Maintenance Service 
2030 Parrish Ave. 


Paducah 


J. W. Croach 
405 N. Seventh St. 


Hannan Supply Co. 
9th & Kentucky Ave. 


H. A. Petter Supply Co. 
101-129 South First St 


Perryville 
F. J. Greer 
Russell 


Oil Equipment Sales & Service 
P. O. Box 96, Bellefonte St 


LOUISIANA 
Baton Rouge 


L. B. Adams & Co. 
530 North 49th 


Alpha Engineering Company 
P. O. Box 475 


Fred Jackson Equip. Co. 
2250 N. Foster Dr. 


Fred Jackson Equipment Co. 
1250 No. Foster Drive 
Alpha Engineering Co. 

P. O. Box 475 

Lafayette 

Service Distributing Co., 
121 S. Buchanan St. 
Monroe 

Beasley Equipment Co. 

P. O. Box 58 

North Louisiana Equip. Co 
2705 DeSiard St. 

New Orleans 

Allied Wayne Stores, Inc 
1108 So. Salcedo St. 


Engineering Specialty Mfg. Co. 
Alcus Bldg. 


Interstate Electric Company 
1001 South Peters 


Koehler & Rittiner Engr. Co 
1021 Magnolia St. 

Menge Pump & Machine Co 
549 Dryades St. 

Metric Supply Co., Inc. 

867 St. Charles Ave. 
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EQUIPMENT 


HERE’S WHAT you get with a completely integrated 
Wayne-equipped service station — 


ONE HIGH QUALITY — Pumps, hoists, air compres- 
sors, high boys, hose reels, car washers, and many other 
service units all Wayne-designed, Wayne-built, Wayne- 
station-engineered. 

ONE SOURCE OF SUPPLY — No need to buy piecemeal 
with many orders. Consolidate all your station equip- 


ment purchases for uniform planning, easy ordering, 
fast delivery. 


ONE RESPONSIBILITY — No one knows Wayne equip- 
ment like Wayne. Keep your Wayne station units at 
peak performance through Wayne service and planning 
counsel. 

ONE NATIONWIDE SERVICE — No further away than 
your elbow is one of the hundreds of Wayne Sales- 
Service Centers staffed with Wayne factory-trained men, 
completely stocked with replacements parts for your 
Wayne equipment. 

LOOK IN THE YELLOW PAGES OF YOUR PHONE 
BOOK FOR THE WAYNE SERVICE REPRESENTA- 
TIVE NEAR YOU, OR WRITE DIRECT TO THE MAIN 
OFFICE. 


THE WAYNE PUMP COMPANY 


SALISBURY, MARYLAND . TORONTO, CANADA 


COMPRESSORS 
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New Orleans, La., con't. 


Roussel Pump & Electric Co. 
2500 Calliope St. 


Service Equipment Co. 
726 Girod 


Transportation Equipment Co. 
P. O. Box 982 


Shreveport 


Caddo Oil Equi ones Co. 
105-107 Beec 


Dealers Truck eg OE Co. 
1561 Texas Ave. 


Heard & Silvey Service & Equip. 
Co. 

1040 Marshall St. 

Clyde Gayle 

434 Ockley Dr. 


R. F. Kayser Trailer Co. 
1565 Texas St. 

E. Loup 

2317 Barksdale Blvd. B. C. 


Superior Iron Works & Supply 
Co. 
1204 Marshall St. 
MAINE 
Bangor 


Motor Truck & Trailer Co. 
42 Summer Street 


Joseph T. Mullen 
323 Buck St. 


Brewer 


Gould Equipment Co. 
P. O. Box 114 


Cape Elizabeth 


Gould Equipment Co. 
Office 31 Forest Road 


Portland 


+ eong + ome Co. 
Box 1 


ma E. Littlefield 

243 Congress Place 

Portland i Co. 

280 Lincoln, S. P. 

Winton Oil Equip. Service, Inc. 

97-A Exchange Street 

Westbrook 

Ela Motor Co. 

100 Main St. 
MARYLAND 

Baltimore 

Allan U. Bevier, Inc. 

Sexton St. & Georgetown Rd. 


J. A. Ficke 
101 Trenton 


Holdrige Engineering Co. 

12 E. Lanvie 

Industrial Supply Corp. 

203-229 Key Highway 

Ralph E. McConnell Associates 
1206 W. 40th St. 

H. O. Link & Son 

14 S. Calverton Rd. 

Milton G. Long 

117 W. Cross St. 

Petroleum Engineering Co., Inc. 
2801 Greenmount Avenue 
Petroleum Services, Inc. 

3406 O'Donnell Street 

Service Station Equipment Co. 
2801 Greenmount Ave. 


Wallace Stebbins Co. 
Charles & Lombard Sts. 


Chester M. Strayer 
109 Key Hiway 


Watson Automotive Equip. Co. 
901 West Ostend St 


John Wood Company 
Bennett Pump Division 
2127 N. Charles St. 


MASSACHUSETTS 
Allston 


Aro Sales and Service 
52 Harvard Ave. 


Boston 


Automotive Distributors, Inc. 
201 Brighton Ave. 
H. G. Davis, Inc. 
8 St. Mary’s Street 


Joseph G. Horrigan 
108 Massachusetts Ave. 


Moore and Kling, Inc. 
51 Melcher Street 


a England Petroleum Equip. 


oO. 
1094 Commonwealth Ave. 


Oilmen’s Service & Supply Co. 
967 Commonwealth Ave. 


Petroleum Equipment Co. 
7 Jersey St 


Brighton 


Heil Equipment Co. of Boston 
164 Market St. 


Cambridge 


Hawkins Whelan Company 
60 Moulton Street 


Lexington 


L. R. Sutherland & Son 
668 Lowell St. 


Pittsfield 


May’s Auto Parts, Inc. 
12 Adam St 


Salem 


Eastern Tank & Equip. Mfg. Co., 


Inc. 
Highland Ave. 


Somerville 


Hayes Pump & Machinery Corp. 


100 Vine Street 
Springfield 


O. R. Cote Co. 
556 St. James Ave. 


Worcester 


County Supply Co., Inc. 
638 Southbridge St. 


Geo. H. Jewett Co. 
172-174 Shrewsbury St. 


N. E. Oil Equip. Co., Inc. 
379 Southwest Cutoff 


Petroleum Supply, Inc. 
730 Union St. 


A. William Svenson 

30 Button St. 
MICHIGAN 

Bay City 


Northern Supply Co. 
4th and Saginaw St. 


Schwab Equip. Co. 
2632 Broadway 


Detroit 


Aro Sales & Service 
8799 Lyndon 


AMCO Corp. 
5733 Grand River 


Automobile Equip. Co. 
623 E. Congress Ave. 


Coon-DeVisser Co. 
2051 W. Lafayette Blvd. 


The Downey Company 
7310 Grand River Ave. 


Friel-Detroit Co. 
4727 Joy Rd. 


Guaranteed Sales & Service 
10160 W. Chicago 


Kerr Machinery Co. 
Kerr Building 


R. L. McCollom 
5068 Lenox 


Petroleum Sales & Installation 


oO. 
8700 Mackinaw 


Petroleum Systems, Inc. 
2914 E. Grand Blvd. 


R. B. Richardson 
4720 Joy Road 


Fred Shields & Company 
18401 E. Warren Ave. 


A. E. Sparling Co. 
12133 Coyle 


Sterlin uipment Co. 
8314 aan 


Wash li Supply Co 
7409 Puritan 


Edward F. Worden Co. 
26460 W. 8 Mile Road 
Flint 

Flint Equipment Service 
2303 No. Saginaw St. 
Galesburg 

Oil Equipment Co. 

158 W. Battle Creek St. 
Grand Rapids 


Broomhall & Ver Veer Bros. 
857 Leonard St., N.W. 


Gillespie Sales & Service 
532 Grandville Ave., S.W 


Hetler Equipment Co. 
Box 7—Burton Hts. St. 


Kohr Gasoline Equipment 
Sales & Service 
500 Third Street, N.W. 


R. V. Seaman Co. 
1350-54 Grandville Ave., S.W. 


Tisch Auto Supply Co. 
215 S. Division Ave. 
Hancock 

Thornton Construction Co. 


Kalamazoo 

C. F. Harper 

1017 AM Nt’l. Bank 
Menominee 

Carl Hofer 

419 Spies Ave. 
Mount Pleasant 
Northern Supply Co. 
Muskegon 


Independent Pump Co. 
1250 Getty St. 


Northwestern Mill Supply Co. 
853 Pine St. 


Reliable Tire & Accessories Co. 
438-444 W. Western Av. 


Pontiac 


Hawkins Equip. Co. 
121 Washington 


Saginaw 
Scientific Brake & Eqvipment 


oO. 
314 W. Genesee 


R. V. Seaman Co. 
410 Janes Ave. 


Wyandotte 
Specialties Service Co. 
3225 12th St. 


MINNESOTA 


Detroit Lakes 


Chapman Const. Co. 
1121 Roosevelt Ave. 


Duluth 


Paul Knutila 
2114 W. Michigan St. 


Myers Equipment Co. 
412 East First St. 


Mankato 


Taylor Equipment Co. 
1845 North Front St. 


Minneapolis 


Arthur B. Anderson Co. 
1434 West 3ist St. 


Butler Mfg. Co. 
900 6th Ave., S.E 


Leon C. Gadbois Co. 
2524 University Ave. S.E. 


A. Y. McDonald Mfg. Co. 
822—3d St. South 


Northwest Service Station Equip. 
Co. 
2520 Nicollet Ave. 


Oil Equipment, Inc. 
2524 University Ave. S.E. 


Oil Jobbers Service 
418 Syndicate Bldg. 


Olson & Sons, Inc. 
2945 Pillsbury Ave. 


Petroleum Marketers, Inc. 
605 Produce Bank Bldg. 


C. N. Price Pump Service 
2711 E. Franklin 


Velie Sales Co. 
1645 Hennepin Ave. 


Fred C. White & Associates 
1100 Marshall St. N.E. 


Moorhead 


Northwest Oil Equipment Inc. 
No.9—9th St. So. 


Rochester 

Nicols Dean & Gregg 
Rochester Branch 
St. Paul 


Oil Equip. Service & Sales Co. 
572 W. Maryland 


Fred J. Saam Co. 
2654 University Ave. 


Service Station Equipment Co. 
1499 University Av. 


John Wood Co. 
1499 University Avenue 


MISSISSIPPI 


Hattiesburg 


ay D. Watson 
Rt. 3, Pine Hills #12 
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Jackson 


A. P. Lindsey Distributor, Inc. 
839 S. State St. 


Petroleum Equipment Co. 
Hooker St. 


Plumbing + ee Co. 
Box 2346 


A. ne 
Sit Cooper Rd. 


Whit’s Oil Equipment 
So. Gallatin at Rankin St. 


Meridian 


Petroleum Equip. Repair 
4944 West Gate Hills 


Natchez 

Weaks Supply Co., Inc. 

St. Lovis 

Air ee & Machinery 


220) ‘Gravois Ave. 


Baden Equipment & Const. Co. 


3303 Goodfellow Blvd. 


MISSOURI 
Joplin 


Bard & Bard Equipment Co. 
1612 E. 4th St. 


Myers Motor Supply Company 
501 Wall St. 


Kansas City 


Butler Manufacturing Company 
7400 East 13th Street 


B-W Sales Co. 
2524 Grand Avenue 


Contractor’s Supply Co. 
1712 Main St. 


Direct Sales 
921 W. 17th St. 


Equipment Co. 
1529 Walnut St. 


R. L. Fauben Co. 
2525 S.W. Blvd. 


Jas. B. Fuert Equipment Co. 
510 Southwest Boulevard 


Forslund Pump & Machine Co. 
1717-19 Main St. 


General Supply Co. 
1729 McGee Trafficway 
Bruce E. Hackett Co. 
621 W. 58th St. 


George D. Heath Co. 
518-20 E. 16th St. 


Herb Battery & Electric Co. 
3011 McGee Trafficway 


Langley Equipment Co. 
907 McGee 


Myers Motor Equipment Co. 
P.O. Box 476 Main 


Mid-West ee Co. 


421 Southwest 


Chas. Moll Co. 
1719 McGee Street 


Sam Mulkey Co. 
1621 Locust St. 


Tri State Equipment Co. 
519 Southwest Blvd. 


Universal Tool Co. 
1527 Grand Ave. 


Wayne-Fastock Equip. Co. 


Ivd. 


2201 W. Pennway at S.W. Blvd. 


Whee 2zr Supply Co. 
1420 Admiral Blvd. 


Noel V. Wood, Inc. 
331 Woodwether Rd. 


Saint Joseph 


Independent Distributing Co. 
923 S. 8th St. 


Rucker Supply Co. 
915 Edmond St. 


Voorhees Tank, Pump & Equip. 
rvice 

830 S. 6th St. 

Saint Louis 


Air Compressor & Machinery Co. 


2203 Gravois Ave. 


Baden Equipment & Construc- 


tion Co. 
3303 Goodfellow Blvd. 


Borbein-Young & Co. 
3663 Forest Park Ave. 


Bruce Service & Equipment Co. 


2600 South 7th St 


Downey Equipment Sales & 
rvice Co. 
2005 Locust Street 


General Equipment Co. 
3952 Clayton 


Geo. M. Gille & Sons 
2116 Pine St. 


Lane Machine Co. 
419 Buder Bidg. 


Neumayer Oil Equipment Co. 
723 S. Sarah St. 


Robinson Oil Equipment Co. 
317 N. 11th St. 


Springfield 

Cunningham Equipment Co., 
ne. 

1348 E. Commercial St. 


D. F. Station Equipment 
1926 E. Division 


Springfield Equip. Co. 
1215 W. Walnut 


University City 


Karl E. Hammer 
7531 Cannon Ave. 


MONTANA 
Billings 
a S — Products Co. of 


501 North: 18th Street 


Gasoline a. Co. 
P.O. Box 336 


Midland Implement Co. 

Oil Equipment & Service Co. 
P.O. Box 336 

Great Falls 


Smith Equij,ment Co. 
820 North Ninth St. 


Helena 


T. S. Cowger Co. 
2121 Walnut St. 


Missoula 

Graehl Motor Service 

615 W. Broadway 
NEBRASKA 

Grand Island 


W. A. Carter 
1210 W. 7th Street 
Kell Big apes 

1 Oklahoma Ave. 


Hastings 


Foote Equipment Co. 
405 W. 2nd St. 


National Oil Equip. Co. 
Hartington 


SECO-Scoville Equipment 
141 E. Sth St. 


Kearney 


Willis R. Shields 
Route #1 


Lincoln 


Bud Yant Equip. Co. 
1801 Pepper Ave. 


Ogallala 
Humphrey’s Auto Supply 
Omaha 


Eaton Metal Products Corp. 
13th and Willis Ave. 


A. Y. McDonald Mfg. Co. 
1201 Dodge St. 


Palm Brothers & Kuncl, Ltd. 
2214-20 Farnam St. 


Pasol Engineering Co. 
4106 Dodge St 


Petroleum Equipment Service 
oO. 
1210 Dodge St. 
NEVADA 


T&T Engineering Co. 
1275 E. 2nd St. 


NEW HAMPSHIRE 


Manchester 


A. E. Willet 
134 Bismark St. 


NEW JERSEY 
Asbury Park 
Garden State Equip. Co. 
Atlantic City 


Mainland Supply Co. 
3500 Atlantic Ave. 


Audubon 


Al Winkler 
135 E. Atlantic Ave. 


Camden 


Heimbach’s Auto Supply Co 
1025 Mt. Ephraim Ave. 


Clifton 


Paul Schutz, Inc. 
Clifton Blvd. 


East Paterson 


Kobis Brothers 
17 Church St. 


East Rutherford 


Carleton Engineering Co. 
812 Paterson Ave. 


Elizabeth 


August Milo 
NJ. Oil uip. Co., Inc. 
407 South St. 


Hachettstown 


Hachettstown Auto Parts 
289 Main St. 


Hawthorne 


Decker Bros. 
300 Lincoln Ave. 


Irvington 


Fred Haven, Inc. 
66 Paine Ave. 


Jersey City 


J. Douglass Dootson 
15 Exchange Place 


M. & G. Auto Supplies, Inc 
504 Bergen Av. 


O. E. Marthinson 
15 Exchange Place 


Service Specialties Inc. 
205—15th St. 


H & H Truck Tank Co 
725 Tonnele Ave. 


Lakewood 


George W. Gibson 
Box 283 


Newark 


Alfa Products Co. 
517 Central Ave. 


Clinton Sq. Auto Parts Corp 
22 Elizabeth Ave. 


F. J. McGrath, Aircomo Corp 
273 South St. 


Paterson 


Ten Hoeve Brothers 
359 McLean Blvd 


Point Pleasant 


C. Francis Van Culin 
115 Parkway 


Roselle Park 


Millwright Contractors 
7 Linden Rd. 


Somerville 


Arrow Electric Co. 
P.O. Box 146 


Westwood 
R. W. Bartels 
30 Brickell Ave. 


NEW MEXICO 


Albuquerque 
Aerco Automotive Equip. & 
Repair Co. 
4123 Silver S.E. 
ins Co. 
1717 N rogeis St. 


Eaton Metal Products Co 
1824 N. 2nd St. 


Hettrick & Sons 
1619 N. 2nd St. 


Kohlhaas 
2212 First St., N.W 


M & F Equipment Co. 
2521 Isleta Rd. 


Artesia 
Union Supply Co., Inc 
Hobbs 
Union Supply Co., Inc. 
Sante Fe 
Hendrie & Bolthoff Mfg. & 

Supply 
232 Don Gasper 

NEW YORK 

Albany 
Harold G. Anderson Equipment 


Corp. 
177 Watervliet Ave. 
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GRAVERSPHERES are used to store natural gasolines and 
volatile liquids including butane, butadiene, etc. They are 
ideal for storing gases—sustaining. pressures up to 100 psi. 
and greater. Capacities range from 500 to 20,000 bbl 





there isa 


GRAVER EXPANSION ROOF TANK eliminates breathing 
losses and minimizes filling losses. Its positive liquid seal, 
exclusive with Graver, protects under all conditions. Ideal 
for converting existing tankage, and simple to maintain, the 
Expansion Roof Tank may well protect an entire terminal. 


CONSERVATION DESIGN 


to fit every need! 


Graver manufactures a number of conservation designs 
allowing you to specify what suits your exact needs. Thus your 
tankage can be “tailor-made”’ to obtain optimum efficiency and 
maximum economy in operation. For authoritative assistance 
with your conservation problems, consult your nearest 

Graver Sales Engineer. 


GRAVER VAPOR-MIZER is.an economical design that 
conserves vapors, using less steel in building and requiring 
smaller vapor lines in manifolded tankage. 

The VAPOR-MIZER helps maintain the fresh quality of your 
product! As it operates at very low pressures, the 
reinforcement of manifolded tanks becomes unnecessary. 





GRAVER DOUBLE-DECK AND CENTER-WEIGHTED 
FLOATING ROOF TANKS are two separate designs in 
which the roof floats directly on the liquid, preventing the 
formation of vapors. They are applicable to crude and 
product storage areas at refimeries, terminals and 

large bulk installations. 





tank fabricators for 97 years 





GRAVER JANK & MFG. CO.[NC. 


East Chicago, Indiana 
70 « PHILADELPHIA « ATLANTA « DETROIT « CLEVELAND 
N ° CATASAUQUA, PA . SAND SPRINGS, OKLA 
DESSA, TEXAS . 9S ANGELES . EDGE MOOR, DEL 
SAN FRANCISC * FONTANA, CALF 
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SERVICE STATION SECTION 


New York, Con’t. 
Auburn 


Earl E. Lee 
358 Pwasco Road 


Bayport 


Island Tank & Equip. Co. 
P.O. Box 326 
Long Island 


M. Schaffer Co. 
597 St. Anns Ave. 


Brooklyn 


Nu-Matic Equipment Co. 
4609—3rd Ave 


Strand Equipment Co. 
3001 Fulton St. 


E. H. Doty Equip. Service 
1371 W. Ave. 


Elmwood Electric & Pump Corp. 
810 Elmwood Ave. 


General Oil Equipment Co., Inc. 
100 Rhode Island Street 


Hasselback Equip. Corp. 
53 Columbia Pkwy. 


Lincoln Lubricator Co. 
1417 Jefferson Ave. 


John E. Mehs 
457 Northland Ave. 


Niagara Heil Body Co. 
508 W. Utica 


Root, Neal Co. 
64 Peabody St. 


Frank J. Ruhland 
139 Floss Ave. 


Rudolph L. Schwartz 
1816 Statler Hotel Bldg. 


R. H. Wishman Co. 
204 W. Utica St. 


Elbridge 


William R. Bailey & Son 
223 E. Main 


Jamaica 


Shapiro Auto Parts Co. 
148-41 Hillside Avenue 


Jomestown 


Earnest A. Hector 
22 Arlington Ave. 


Latham 


Bomboy's Garage 
W/S New Louden Rd. 


Liquitrol Supply Co. 
Albany & Saratoga Rd. 


Long Island City 


AMCO Corp. 
35-28—42nd St. 


Ben Beverly Equip. Co., Inc. 
37-14 30th St. 


City Compressor & Auto Hoist 
Service 
22-48 Jackson Ave. 


Dempsey Equip. Co., Inc 
43-22—10th St. 


Heil Equipment Co. of N.Y. Inc 
19-35 42nd St. 


Charles Meisenger 
11 W. 42nd St. 


Neptune Meter Co. 
192 Jackson St. 


Madrid 
Kelly Sales Corp. 
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Maspeth 


United Pump Maintenance 
55-14 Grand Ave. 


Middletown 


George F. Groeber 
20 School St. 


New York City 


Ralph Beegold Corp. 
1455—Ist Ave. 


Fred W. Busch 
Livonia 


Herbert Fuhrer 

634 W. 44th St. 

Garage Equip. Maintenance Co. 

= + Rockaway Blvd., Ozone 
ar 


Georg Equipment Co. 
224 East 38th St. 


ne d Sales Corp. 

Madrid 

K & R Garage Supply Co., Inc. 
511 Tenth Avenue 


Kwik-Way Auto Equipment Co. 
609 W. 125th 


Lehr Distributors, Inc. 
16 W. 61st 


Renick & Mahoney, Inc. 
380—2nd Ave. 


Merit — & Engineering Sup- 


pl oO. 
86 West Broadway 
—_ Auto Supply & Equip. 


0. 
205 East 9th 


Stappers Equip. Co. 
1315 Blondell Ave. 


Schwartz Garage Supply 
1143 First Avenue 


Stappers Equip. Co. 
1315 Blondell ire. 


Whitemarsh Corp. 
39 Broadway 


New Rochelle 


W. E. Frasier 
P.O. Box 793 


Ozone 

Garage Equipment Maintenance 
0. 

105-18 Rockaway Blvd. 

Poughkeepsie 


Petroleum Equip. Co. 
332 Mill 


Rochester 


C. A. Brewer 
32 Byron St. 


J. H. Crosier 
33 University Ave. 


Paul A. MaclInnes 
219 Smith St. 


J. F. Weller Inc. 
1031 Sibley Tower 


Richfield Springs 


J. K. Neuschel 
P.O. Box 666 


Schenectady 


Dixon-Valley Equipment Co. 
14 Willow Ave. 


F. J. Tongue 
28 Bradford Road 


Scotia 


V. R. George 
106 Swan St. 
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Syracuse 


Luke Casey 
106 Archer Rd. 


Fred Clemett Co. 
2020 Lemoyne Ave. 
Mattydale 


Edward Joy Co. 
905 Canal St. 


Empire Oil Equipment Co. 
301 Wallace St. 


Syracuse Auto Parts, Inc. 
120 N. Gedders St. 


R. E. Rolfe 
569 South Clinton St. 


Smith Motors 
176 Mosley Drive 


U-C-Lite Eastern Sales 
501 S. A. & K. Bldg. 


Walco Equipment Co. 
954 Spencer St. 
Troy 


Eastern Oil Equippers, Inc. 
274 Second St. 


Victor Gorski 
135 Stow Ave. 
Vestal 


Binghamton Heil Equip. Corp 
Rt. 17, P.O. Box 25 


Watertown 


C. R. Eggleston 
1142 Boyd St. 


Woodside 

Schaffers Garage Equipment 
Corp. 

69-02 Woodside Ave. 


NORTH CAROLINA 
Charlotte 


Carlyle Sales Corp. 
Box 2730, 1726 Thrift Road 


William T. Harding, Jr. 
P. O. Box 4066 


Oil Equipment Service Co., Inc. 


P.O. Box 3351—3100 S. Blvd 


Southern Pump & Tank Co. 
1730 N. Tryon St. 


Goldsboro 


Turner Equipment Co., Inc. 
P.O. Box #771 

600 N. James St. 

Wayne Agricultural Works 
South John St. 


Greensboro 
Collson-Murray Company 
Box 659 


R. W. McCollum Co. 
1202 S. Elm St. 


Petroleum Engineering Co., Inc. 


Box 2850 


A. Edwin Rose 
Rose Equip. Co. 
1006 Westside Dr. 


Raleigh 

Carolina Oil Equipment Co. 

P.O. Box 1993—Wake Forest 
Rd. 

Eatmon Brothers 

Ridge Rd., Rt. 6 

Roanoke Rapids 


Harding & Grizzard 
300 Roanoke Ave. 


Statesville 


Gasoline Pump Repair Service 
217 N. Center St. 


Wilson 


Braswell Equipment Co. 
1309 S. Goldsboro St. 


NORTH DAKOTA 
Bismark 
Hedahl Motor Supply 
201 West Main St. 
C. T. Lapora 
826 12th St. 
Fargo 


Fargo Foundry Co. 
P.O. Box 551 
92 N. P. Ave. 


Minnesota-Dakota Oil Equip 
Service 
27 8th St. North 


O'Day Equipment, Inc 
2500 Front St. 


OHIO 
Akron 


Automotive Supply & Equip. Co. 
278 Water St. 


Campbell Sales Co 

237 . Cedar St 

Dyke Motor Supply of Akron 
372 S. Broadway 

Equipment Sales Company 
164 East Exchange St. 
Good Supply & Equipment Co 
905 Miami St. 

Hardware & Supply Co. 

475 South High St. 

W. E. Layman 

164 E. Encionee St. 

the Rodney M. Fleming Co 
180 E. Mill St. 

Canton 

The Dine De Wees Co 
511—12th St. N.E 

Phil E. Smith 

1115—i3th St., N.E. 
Cincinnati 

ree Service & Supply, Inc 
1114 Race 


Byrne Equipment Sales 
2200 Losantiville Road 


C & D Auto Supply, Inc 
309 Findlay 


Cincinnati Equipment Sales, Inc. 
Temple Bar Bldg. 


Dorman Auto Parts Co 
3816 Montgomery Rd. 


W. T. Johnson 
214 Vine St. 


Klayer Automotive Equipment 
119 W. 12th St. 


Lockis & Glenn 

2100 Gilbert 

Oscar Phillips Co. 
Box 78, Station I 
Reilly-Duerr Tank Co 


Benson St. & Penn. R.R 
Reading 


General Oil Equip. & Service 


1037 Woodrow St. 


Valley Automotive Parts 
7311 Vine St. 
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Cincinnati, Ohio, Con't 


White — Sales & Equip- 
ment 
1111 Reanioe Bldg. 


Cleveland 
AMCO Corp. 
2102 E. 22nd St. 


Wm. Berrington & Son, Inc. 
4821 Superior Ave. 


Edgar A. Brown, Inc. 
Carnegie & E. 40th St. 


Cleveland Pump & Supply Co. 
320 Rockefeller Bldg. 


General Auto Supply Co. 
3590 Carnegie Ave. 


J. H. Graham, Inc. 
3013 E. 55th St. 


L. O. Halverstadt, Inc. 
1501 Payne Av. 


Koehler Rubber Supply Co. 
3865 Carnegie Av. 


Ohio Hydraulic Jack Service Co. 
3611 Prospect Ave. 


Geo. P. Schumacker Co. 
1120 Chester St. 


Simmons Automotive Equip- 
ment, Inc. 
2904 Euclid Ave. 


The Sussen Rubber & Supply 
Co, 
2017 East 65th St. 


The Tomlin Corporation 
1230 Hamilton Ave. 


Webb-Enston Co. 
1126 St. Clair Ave. 


Columbus 


Ohio Oil Equipment Co. 
251 North 5th St. 


Petroleum Engineering 
2717 Rosewood Drive 


Roy Smith, Inc. 
768 Leona Avenue 


Tuller Equipment Co. 
947 Goodale Blvd. 


Dayton 


Buckeye Boiler Co. 
1617 McLain St. 


Direct Plbg. Supply Co. 
254 W. Fifth $ 


Hoffman Trailer & Equip. Co. 
620 E. First St. 


ee Machinery & Equip. Co. 


31 E. Fourth St. 
Lakewood 


A. J. George 
1479 Maile Ave 


Lima 


R. B. Forwerck 
1100 Bellfontaine 


Steele’s Automotive Parts, Inc. 
206 W. Market St 


Hardware & Supply Co. 
624 Erie St., S. 


New Philadelphia 
O. H. Auer 
132 Fair Ave. N.W. 


Toledo 


Auto Equipment Repair Co 
1011-13 Page St. 

Central Computer Service 
206-208 East Bancroft St. 


Debro, Inc. 
3007 Monroe St. 


Luttrell Auto Supply Co. 
915-23 Monroe St. 


Middlekauff, Inc. 
1535 Ketcham Ave. 


Motor Units 
445—10th St. 


Neff Equipment Co. 
1010 Madison Ave. 


The Shaw-Kendall Eng. Co. 
120 S. Superior St. 


Toledo Equipment & Service Co. 
1516 Cherry St. 


The Tomlin Corporation 
217 First Street 


Union Supply Co. 
27 Superior 


Young Equipment Co. 
2130 Monroe St. 


Washington, C.H. 


C. C. Stonebraker 
1010 N. North St. 


Youngstown 


American Radiator & Std. San. 
Corp. 
370 W. Rayen Ave. 


Bookout & Reynolds Parts Co. 
317 Wick Ave. 


OKLAHOMA 


Lawton 

Larrance Tank Co. 
1 East B. St. 
Oklahoma City 


“ 
aN . 24th St. 


The Boardman Co. 
1401 South West 11th 


Frank R. Brooke 
1750 N.E. Tenth St. 


Lee Conner Equipment & Supply 
Co. 

921-23-25 West Main St. 

= A cei tumanee Sales & Service 


1006 Ww. Main St. 


J. R. Gentry 
1824 N.E. 34th St. 


Holt Pump & Supply Co. 
1529 W. Main St. 


Land Supply Co. 
1112 West Main St. 
Mac's Supply Co. 
2727 W. Reno 


Mideke Supply Co. 
100 East Main St. 


Severin Supply Co. 
822-24 N. Broadway 
Shipp Supply Co. 
1112 W. Main St. 
Tulsa 


W. E. Botz 

212 Kennedy Bldg. 
Chas. Wheatley Co. 
414 S. Detroit 


Kelleher Equipment Co. 
1717 E. First St. 


Warner Lewis Co. 
817 N. Lewis Place 


Miller Equipment Company 
5004 East 11th St. 


Smitty's — Station Equip. 
1515 E. 11th 


Standard Motor Supply Inc. 
1021 So. Cincinnati 


Tulsa Pump Company 
2525 Sand Springs Road 


OREGON 
Eugene 


Commercial Auto Supply 
1070 Lawrence St. 


Walker Range 
2096 Chaurelton St. 


Portland 


Ballou & Wright 
327 N.W. 10th Ave. 


James A .Bishofberger 
407 N.W. Broadway 


we Equipment & Sup- 
ott Ny Ww. Hoyt St. 


W. R. Karn Equip. Co. 
1215 S.W. 16th Ave. 


Kuhns Equipment Co. Inc. 
1111 N.W. 16th Ave. 


Gordon Reid, 
Reid Equip. Co. inc. 
1111 N.W. 16th Ave. 


Roots & Schetky, Inc. 
1810 S.E. i0th Ave. 


Shields, Harper & Co. 
403 N.W. 15th St. 


Salem 
T. L. Kuhns Company 
1060 South 12th St. 


PENNSYLVANIA 
Allentown 


Petroleum Equipment Service & 
Maint. Co. 
Box 383 


Charles P. Wieand 
Rt. #3 


Altoona 


Automotive Supply Co. 
1917 Margaret 


L. J. Hamilton & Son 
813—6th Ave. 


Bloomsburg 


G. W. Mears 
Oil Accessories 


Petroleum Products Equipment 
49 E. Sth St. 


Conshohocken 


H. W. Buzzard Company 
Forrest St. at 12th Ave. 


Erie 

Truck and Trailer Equipment 
Co. 

1050 W. 12th St. 


Greensburg 


Robert Holt Co. 
730 Eastview Ave. 


Harrisburg 
Trailer Co. of Harrisburg 
14th & Paxton Sts. 


A. C. Wendal 
201 S. 20th St. 


Havertown 


George Munger 
Quaker Equip. Co. 
P.O. Box 590 


Johnstown 

Walter L. Potter Co. 

310 U.S. Natl. Bk. Bldg. 
Lancaster 

Trailer Co. of Lancaster, Inc. 
Manheim Pike at By Pass 
Lansdale 

William M. Wilson’s Sons Inc 
8th and Franconia Ave. 

Oil City 

National Transit Pump Co. 


Philadelphia 


Allied Tank Truck Equip. Co. 
782 N. 24th St. 

AMCO Corp. 

1720 Callowhill St. 


Berlin Auto Supply Co. 
5922-28 N. Broad St. 


Central Motor Parts 
4502 Paul St. 


Walter H. Eagan Co. Inc. 
2336-38 Fairmount Ave. 


E. O. Habhegger Co. 
Fairmount Av. at 24th St. 


Lewis tony A Company 
17th Street & Belfield Ave. 


Maleson Co. 
970 Drexel Bldg. 


Thos. W. McFarland 
2116 Race 


Petroleum Equip. Co. 
3117 N. Broad St. 


Rebmann Co. 
S.E. Cor. 39th and Market Sts. 
Pittsburgh 


Alemite Company of Pittsburgh 
201 Shady Ave. 


Crawford & Co. 
18 East Carson 


H. A. Haas Co 
Box 8035, 1501 ‘Potomac Avenue 


Kellner Equip. Co. 
220 N. Highland Ave. 


Petroleum Pipe & Supply Co. 


Inc. 
1529 Federal St. 


Rutledge Equipment Co. 
334 Boulevard of Allies 


A. W. Schillinger 
1529 Federal St. 


Stover & Rust, Inc. 
6800 Kelly St. 


Wayne Philip Equip. Co. 
915 Western Ave. 


Weinman Pump & Supply Co. 
317 S. Main St. 


West Penn Oil Equip. Co. 
512 Sandusky St. 


John Wood Co. 
904 Union Trust Bldg. 


John F. Young Co. 
7222 Hamilton Avenue 
Roaring Springs 

T. R. Bolger 

525 Walnut St. 
Scranton 


C. W. Travaglini 
1316 Prospect Ave. 
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A New Disc... 


A‘‘New” Valve 





Crane No. 7 Brass Valves with 
quick-change composition disc 


Save time, trouble, and money by standardizing on these Crane 
quality 150-Pound Valves. Simple to service. No big inventory of 
replacement parts. Just a few extra disc holders...a supply of 
composition discs. That’s all you need for a wide variety of fluids 
«..and an economical maintenance program. 


The composition disc takes most of the normal wear—stands 
up well under ordinary usage—seats easily even on air and gas 
—absorbs foreign particles that might cause leakage in metal 
disc valves. When a leak shows up, make a “‘new’”’ valve—with 
a new disc. Simply dismantle the union ring, lift out the trim- 
mings, replace the disc holder assembly. Takes only a few min- 
utes. Save the disc holder you removed—use it with the next 
replacement disc. 


Rugged construction throughout. Sturdy bonnet joint, well re- 
inforced by heavy union ring—can be repeatedly dismantled and 
reassembled. Get better acquainted with the Crane No. 7 line 
...for steam, hot and cold water, air, oil, gas, gasoline, and 
many other fluids. 


No. 7 Globe 
Sizes Vs to 3-inch 


GLOBES, ANGLES, AND CHECKS 


Ask for folder AD-1682R—contains full deat has hee 
facts on the No. 7 brass valve line and the 

companion No. 27 check. Your Crane Rep- , 
resentative has a copy for you—or write Specify No. 9 for Flanged Ends 
direct to address below. 


No. 27 Check 
Sizes 4 to 3-inch 


THE BETTER QUALITY... BIGGER VALUE LINE. . . IN BRASS, STEEL, IRON / \ | 


CRANE VALVES ; <1 


CRANE CO., General Offices: 836 S. Michigan Ave., Chicago 5, Illinois \ BUYER 
Branches and Wholesalers Serving All Industrial Areas j 
adie 


VALVES + FITTINGS + PIPE = PLUMBING > HEATING 
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% SERVICE 





Pennsylvania, Cont. 


Williamsport 


Pennington Equipment Sales Co. 


ne. 
220 South Russel Ave. 


Servall Machy. & Supply Corp. 


140 East Third St. 


RHODE ISLAND 


Lakewood 


J. M. Trask 
459 Post Road 


Little Compton 


John L. Benvie 
West Road 


Providence 


Chase Pump & Equipment Co. 


345 Montgomery Ave. 


Globe Oil Equipment Co 
107 Charles 


John W. Kennedy Co. 
96 Charles St. 


SOUTH CAROLINA 


Charleston 


Charleston Automotive Parts 
63 Hasell St. 


C. E. Franke & Co., Inc. 
170 Meeting St. Rd. 


Ledley & Haven, Inc. 
P.O. Box 808 
Columbia 


Petroleum Engineering 
2717 Rosewood Drive 


Petroleum Equipment Co. Inc. 
Box 43, 701 Chester St. 


Liberty 

Harold Johnson Equip. Co. 
P.O. Box 396 

Spartanburg 


Littlejohn Equipment Co. 
Box 952 


Standard Parts Co. 
187 S. Liberty 
West Celumbia 
Columbia Hydraulics 
Highway 378 


SOUTH DAKOTA 


Aberdeen 
Hub City Iron Co. 


Swerson Equip. Service 
207 S. Arch St. 


Brookings 
Cave Supply Co. 
Huron 


Oil Equipment & Supply Co. 
Box 41 


Dockendorf Equipment Co. 
230 So. 2nd Ave. 


A. Y. McDonald Mfg. Co. 
§22 N. Main Ave. 
Petroleum Equipment Co. 
209 Nesmith 


General Equipment Co. 
1030 E. Ist 


Rapid City 


Midwest Equipment Co. 
1910 St. Joe, Box 528 


Puritan Oil Co. Inc. 
3d and Main Sts. 
TENNESSEE 


Chattanooga 


Sharp Battery & Electric Co. 
337 Broad 


Southern Auto Supply Co. 
507 Broad St. 
Knoxville 


RBM Company, Inc. 
423 W. Depot Ave., P.O. Box 12 


Sam Horn Co. _ 
106 West Magnolia Ave. 


Tennessee Mill & Mine Supply 
Auto Div. 

Gage Street 

Memphis 


H. A. Burge & Son 
674 Jefferson Ave. 


Cruzen Oil Equipment Co. 
309-15 Jefferson Av. 


J. E. Dilworth Co. 
730 South 3rd St. 


Flv & Harwood 
300 Madison Ave. 


Highland Equipment Co. 
2913 Summer Ave. 


Manker Auto Supply Co. 
510 S. Main 


Newberry Equip. Co., Inc. 
P.O. Box 293 


Scruggs Equipment Co. 
293 Jefferson Ave. 


The Southern Co. 
Georgia at Hernando 


Standard Parts Co. 
192 S. Dudley 
Nashville 


Equipment Sales & Service 
1521 Demonbreun Street 


Carl E. Hudson 
903 Gilmore Ave. 


Kirby & Woodward 
1517 McGavock St. 


K. L. MacKenzie Equipment 


oO. 
610—2nd Ave. So. 


Petroleum Equipment Co. 
Fatherlord St. 


I. M. Read 
P.O. Box 981 


Seaton Sales, Inc. 
126—15th Ave., N. 


TEXAS 


Abilene 


M. L. Ellis Sales & Service 
P.O. Box 1332 


Tesco Co. 
834 Pine St. 


Tesco Service Station Equip. Co. 
834 Walnut St. 


Amarillo 
Motor Supply Co., Inc. 
400 W. Sixth 


Speedy Mfg. & Sales Co., Inc. 
523 N. Bivins 


I PR STO ee 


STATION SECTION 


a ft gy eT 


Willborn Bros. Co. Inc. 
105 Houston 


Austin 


Constant Service Co. 
500 Lamar Boulevard 


Big Spring 


Hale ny A a 
406 East ird 


Kontz-Carter Supply Co. 
1611 E. 3rd St. 


The Saunders Company 
Oil Equipment Division 


Bishop 


Southwest Equipment Co. 
P.O. Box 97 


Corpus Christi 


Fred Collins Supply Co. 

102 S. Mesquite 

Southwest ore & Ex- 
tinguisher Co. 

710 N. Brownlee (P.O. Box 
$17) 

Dallas 


Allied Oil Equipment Co. 
167 Parkhouse St. 


Beard & Stone Electric Co. Inc. 
3909 Live Oak St. 


Dallas Pump Service 
2825 St. Louis St. 


Hargett Electric Co., Inc. 
1811 N. Harwood 


The Schoelkopf Co., Ltd. 
806 Jackson 


Service Station Supply & Equip. 
oO. 
129 E. Oregon St. 


Texoil Equipment, Inc. 
1816 Cockrell St. 


Hg Pump Service & Supply 
ne. 
1701 S. Lamar 


Vogel-Swygard Associates 
2421 Commerce St. 


El Paso 


Hills Sutton Co. 
Cotton & Ist Sts. 


Kessel’s Pump Service 
3030 Alameda Ave. 


Kohimaas Tank & Equip. 
6905 No. Loop Road 


Frank A. Long Company 
810 N. Stanton St. 


P & R Equipment Co., Inc. 
1801 Olive St. 


Geo. S. Thomson Co. Inc. 
611 N. Campbell St. 


Fort Worth 

Aamioanelé Automotive Supply 
0. 

819 Lexington 


Gene Hill Equip. Co. 
1920 E. Lancaster St. 


General Industrial Supply Corp. 
P.O. Box 243 


Marcuse & Son Machinery 
Exchange 

3501-3-5 N. Main St. 

Harlington 


Massey Equip. Service 
Box 2067 


Houston 


Acme Equip. Co. 
3238 Chaffin St. 


H. E. Bowman Co., Inc 
2102 Leeland 


Equip. Sales Service Co. 
3223 Milam 


George W. Goings 
1305 Eastwood 


Gulf Coast Equip. Co. 
1919 Leeland Avenue 


Gulf Distributing Corp. 
1616 St. Emanuel 


Cc. L. House 
3223 Milam 


Houston Pump Service 
3702 Polk Ave. 


Houston Purchasing Service Co 
3702 Polk St. 


H. E. Bowman Co. 
2102 Leeland Avenue 


Houston Engine & Pump Co. 
1939 Cullen Blvd. 


Neumeyer Motor Parts 
1602 Milam St. 


Parkinson Equipment Co. 
2903 Westheimer 


Southern Engine & Pump Co 
2401 McKinney 


Stone Supply Co., Inc. 
1320 Palk 


Utility Trailer Sales Co. 
1800 Franklin St. 


Vogel-Swygard Associates 
1018 Shelterwood Drive 


White-Tucker Company 
2100 Pierce Ave. 


Lamesa 

Lamesa Pump & Equip Co. 
1509 N. First St. 
Levelland 

G. C. Darwin, Jr. 

Box 135 

Lubbock 

Lubbock Machine Co. 
Odessa 


W. L. Sommer Co., Inc. 
P.O. Box 1626 


San Antonio 


Ace Brake Service 
901 N. Alamo St. 


Adams Truck Co. 
1001 Roosevelt Ave. 


Davis Sales & Service Co. 
1800 Blanca Rd. 


Jacobs Distributing Co. 
729 S. Flores St. 


Knights Equip. Repair Co. 
2332 S. Presa St. 


Albert M. Kraft 
2318 W. Magnolia 


Wm. J. Kroschel 
2018 S. Flores 


San Antonio Equip. Co. 
661 Main Ave. 


Wendland Mfg. Co. 
P.O. Box 308 
Tyler 


Smith Tank & Equip. Co., Inc. 
Box 2014 


Waco 
Sellars Equipment Co. 
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The Finest Architectural Porcelain 
Enamel Products Evor Offered 


SS / / FRAMELESS LOAD-BEAR- 
TRS Sy ING WALLS provide 
le G inner finished walls, 

“ _ structural ribs and in- 
i sulation space. 


LOAD-SPAN DECKING 
provides high safety 
factor over long un- 
supported areas, smooth 
ceilings and insulated 
roof. 


CURTAIN WALLS are en- 
gineered for flexibility 
of architectural design. 


For developing frameless 
structures for such build- 
ings as: 


. Service Stations 
. Motels 


architectural products 0 - Schools 


. Single story com- 
mercial buildings 


. Freight and bus 
stations 


5 Maintenance-free 
industrial buildings 












































A Division of Avondale Marine Ways, Inc. 


Present your requirements 
P. 0. Box 1030 - New Orleans 8, U. S. A. to Avoncraft Engineers. 
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Texas, con't 


Wichita Falls 


Coker Equipment Co. 
1000 Burk Rd., Box 115 


Texhoma Equip. Co. 
1000 Burke Rd. 


Chap Smith Equipment Co. 
104 Scott St. 


UTAH 


Sait Lake City 


F. M. Conley 
149 W. 2nd Souh St. 


Frank Hicks Co. 
155 W. 4th St. 


The Lang Co., Inc. 
267 W. ist South 


Motor oy ages Co. 
54 W. 


Ed T. Olson 
965 South 7th East 


Olson Service Co. 
49 S. Ist West St. 


Petersen Service 
248 E. 17th St. South 


The Lang Co., Inc. 
P.O. Box 479 


Service Station Supply Co., Inc 
211 S. 2nd West 


Specialty Sales Co. 
208 S. West Temple St. 


Robert Taylor & Sons 
P.O. Box 1223 


Wasatch Pibg. Supply Co. 
2317-19 S. Main St. 


Waterworks Equipment Co. 
149 W. 2nd South 


VERMONT 


Montpelier 


Wyman’s, Inc. 
2 River St. 


Rutland 


L. N. Champney 
P.O. Box 701 


Springfield 
A. L. Gutterson 
49 Cherry Hill 


VIRGINIA 


Harrisonburg 

Maphis Chapman Oil Equip. 
Corp. 

P.O. Box 151 

Lynchburg 


Petrol Equip. Service Co. 
P.O. Box 661 


Newport News 


Jones & Frank Oil Equip. Co. 


810-39th St. 
Norfolk 


R. W. Hudgins & Son 
1 Commerce St. 


Petroleum +. ey ring Co., Inc. 


108 W. 19th § 
Richmond 


Modern Oil Equipment Co., Inc. 


2010 Chamberlayne Ave. 


W. B. Goode Co. 
2915 W. Leigh St. 


O’Neill Pump & Engr. Co. 
601 E. Franklin St. 


Pump and Tank Co., In 
3110 N. Boulevard 
P.O. Box 5006 


Richmond Auto Parts Co. 
1345 West Broad 


Richmond Engineering Co., Inc. 
7th and Hospital Sts. 


Richmond Oil Equipment Co. 
1421 East Main 


Modern Oil Equip. Corp. 
2010 Chammberlayne Ave. 


Smith-Moore Body Co. 

Brook Road at Lombardy St. 

South Norfolk 

Oil Equip. Sales & Service Co., 
ne. 

P.O. Box 5096 


WASHINGTON 
Mount Vernon 
Jim Farlow 
1119 S. 2nd St. 
Seattle 


Atlas Equipment Co. 
1416 Bigelow Ave. N. 


Forsyth Electric Co. 
1107 E. Pike St. 


Hallidie Machinery Co., Inc. 
210 Hudson St. 


Independent Equip. & Supl. Co. 
P.O. Box 823 


Largent & Moorman 
722 E. Pint St. 


Lubrication Equipment Co. 
1304 E. Pike St. 


Nebar Supply Co. 
3000 Western Ave. 


Northwest Equip. Co. of Seattle 
3401-17th Ave. Wes 


Shields-Harper & Co. 
4i6 Dexter Ave. 


Harvey F. Swenson 
17th Ave. W. and W. Bertona 
St. 


Maxwell H. Tebb 
8030 Fortieth Ave., N.E. 
Spokane 


American Machine Works 
W. 1027 Broadway 


Charles A. Black 
614 N. Monroe 


The Colyear Motor Sales Co. 
1026 W. Third Ave 


Equipment Sales & Service Co. 
West 925-Ist 


Kluss Brothers Co. 
W. 1311 Sprague Ave. 


Salisbury’s Service Station 
Equip. Co. 
S. 214 Post 


Service Station Equipment Co. 
S. 214 Post St. 


Service Station Maintenance Co. 
E. 429 Sprague Ave. 
Tacoma 


The Equipment Supply Co. 
740 Commerce St. 


Ralph K. Moss 
711 E. D St. 


Wenatchee 


E. T. Pybus Co. 
Box 678 


Yakima 


Central Equip. & Hardware Co. 


603 W. Lenox St. 


WEST VIRGINIA 


Charleston 


Baldwin Supply Co. 
518 Capitol St. 


Charleston Truck & Trailer 
Service 

85 W. Washington St. 

Industrial Equipment Co. 


Motor Car Supply Co. 
1203 Virginia St. 


Service Station Equipment Co. 


P.O. Box 1086 
Huntington 


Huntington Battery & Supply 
139 4th Ave. 


H. H. Truitt Co. 
1403 Eighth Ave. 


R. F. Steiner & Co. 
233 Fourth Ave. 


Wheeling 


Interstate Pump Co. 
624 Hawley Bidg. 


Kenner Supply Co. 
1309 Main 


Williamson 
Persinger Supply Co. 


WISCONSIN 


Green Bay 
Jabas Equipment Co. 
1226 Velp Ave. 


Green Bay Construction Co. 
1149 Main St. 

F. Hollister 

Petroleum Equipment Service 
1305 Division St. 

Petroleum Equipment Service 
1305 Division St. 

L. Schuster & Sons, Inc. 


428 N. Jefferson 
P.O. Box 175 


La Crosse 


Gateway Motor & Auto Supply, 


Inc. 
214 S. 3rd St. 


Oil Equipment Service Co. 
1019 Redfield St. 


Madison 


Andrae Auto Supply Co. 
945 E. Washington Ave. 


Fyr Fyter Sales Co. 
516 E. Mittin St. 


Winnebago Auto Replacement 
Co. 

103 N. Park St. 

Marshfield 


Felker Bros. Mfg. Co. 
P.O. Box 1312 


Milwaukee 


AMCO Corp. 
1114 N. Water St. 


Autoquip, Inc. 
3813 N. 35th St. 


Badger Oil Equipment Co. 
2244-48 N. 44th St. 


Galvin Petroleum Equip. Co. 
2549 N. 29th St. 


Heil Wis. Tank Sales, Inc. 
1235 S. 41st St. 


C. G. Kettinger 
1114 N. Water St. 


Chas. Lubotsky Tire Co. 
2733 W. Wisconsin Ave. 


Gilbert M. Lunz 
1618 W. Wells St. 


T. R. Minert 
4521 W. Center St. 


C. F. Mullens 
610 W. Michigan St. 


Petroleum Equipment Inc. 
2538 W. Fond du lac 


Reilly Equipment Sales Co. 
804 E. Michigan 


J. C. Remlinger Co. 
5131 N. Diversey Blvd. 


Service Equipment Co. 
2437 N. 88th 


Shadbolt & Boyd Co. 
413 N. 2nd St 


Wholesale Automotive Supl. Co. 
1848 N. 12th 


Winnebago Auto Replacement 
1001 W. Winnebago 


Wisconsin Motor Co. 
1910 S. 53rd St. 


Pewaukee 


Lester F. Johnson 
Route No. 3, Box 145 


Sheboygan 


H. H. Berg & Son 
1217 S. 8th St. 


WYOMING 


Casper 
Eaton Metal Products Co. 
Hammond Iron Works 


Keyes Tank Division 
1657 E. Yellowstone Ave. 


Wyoming Pump Service Co. 
1147 E. C St. 


Cheyenne 


Cheysnne Truck Equip. Co. 
621 Central 


CANADA 


Montreal 


R.N.G. Oil Equipment Co., Ltd. 
5337 Papineau Ave. 


Toronto 

W. R. Petroleum Equipment Co. 
14 Eastern Ave. 

Vancouver 


P. D. McCaren & Son, Ltd. 
3277 Main St. 


McIntosh Supply Ltd. 
McIntosh Building 
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U. S. Still Eyeing 
Arabian Tanker Pact 


With the release of the text of the 
tanker pact between A. S. Onassis 
and Saudi Arabia last week, the U. S. 
State Department was still uncertain 
as to what its next step would be. 
Saudi Arabia has maintained that the 
agreement was consistent with its 
sovereign rights and did not infringe 
on the rights of the Arabian American 
Oil Co. under its concession. 


But according to an interpretation 
placed on the agreement, a depart- 
ment official agreed that no provision 
is made whereby Aramco or other non- 
Onassis shippers could replace tankers 
in service at the end of 1953—thereby 
apparently giving Onassis an eventual 
monopoly. 

The crux of the question lays in 
the interpertation of Article IV of 
the Onassis-Saudi Arabian pact. In 
its English translation, it reads: 

“The government (Saudi Arabia) 
undertakes to require all petroleum 
companies which now hold conces- 
sions, or may hold concessions in the 
future in Saudi Arabia, to ship and 
transport by the tankers of The Saudi 
Arabian Maritime Tankers Co. Ltd. 
(Onassis’ company), the petroleum 
and petroleum products exported from 
Saudi Arabia to foreign countries, 
whether such shipping is done by the 
concessionaire themselves, their parent 
companies or by offtaking companies. 
This requirement, however, is con- 
tingent on two conditions, namely: 

(a) That first preference shall 
be given to tankers owned by and 
registered in the name of concession- 
aire companies themselves, or in the 
name of their parent companies, pro- 
vided such ownership and registration 
were in effect before December 31, 
1953, and provided such tankers were 
actually engaged in transporting Saudi 
Arabian petroleum and petroleum 
products prior to December 31, 1953; 
and 

(b) That the rate charged by The 
Saudi Arabian Maritime Tankers Co. 
Ltd. are identical with the current 
freight rates established by the U. S. 
Maritime Commission.” 

In reaction, another blast came 
from Representative Emmanuel Celler 
(D.,N.Y.). He made a plea for the 
U. S. government to “vigorously re- 
view this unpalatable and monopolistic 
(tanker) agreement” between Saudi 
Arabia and Onassis. The deal would 
give King Saud additional revenue to 
use in “projected plans to bolster the 
general Arab League campaign against 
Israel,” he said. 
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Close cooperation made possible 


50 MILLION gallons a year! 


“Word of Mouth” 


Advertising 
from 


Hartford, Conn. 


The best teacher is experience and the best advertising is 
“Word of Mouth” because it’s built on experience. Read, 
for example, the words of Richfield Distributor S. B. 
Wilkes, Crown Petroleum Corporation, Hartford, Conn. 


Says Mr. Wilkes—“In the 23 years that we have been 
Richfield distributors, we have never failed to enjoy doing 
business with your company. The constant progress in the 
improvement of your product, in your merchandising 
policies, we feel has resulted in a large degree to our 
growth. 


“The close cooperation we get from Richfield officials 
together with the help from the field personnel has made it 
possible for us to market a volume of all products of close 
to 50 million gallons a year. 


“From a start of 100 customers this company now serves 
10,000.” 


A unique supplier-distributor relationship? Not for Rich- 
field! For Mr. Wilkes gives voice to the feelings of Richfield 
distributors from Maine all the way to Florida. Investigate. 
Do it now. 


Write, wire or phone 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
542 FIFTH AVENUE. NEW YORK 36, N. Y, 


| Serving the Eastern Seaboard from Maine through Florida 
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REGIONS Ei interpreting the oil news 


Pacific Coast 


By Charles N. Pollak 


‘Oil Serves You’ 


For the past two years, state Oil 
Information Committees in California, 
Oregon, Washington, Arizona and 
Nevada have been experimenting with 
a new program designed to make 
authoritative, yet palatable, informa- 
tion on the oil industry available to 
high school students. The former pro- 
gram offered teaching materials and 
textbooks to two school districts in 
each state, generally in cities. 

Now, an expanded program is 
under way that will take OIC mate- 
rial to six additional school systems 
in each state, with a balance sought 
between urban and small-town com- 
munities. The expansion is in keeping 
with a new policy of the national Oil 
Industry Information Committee. 

This was one of the projects dis- 
cussed at a recent get-together in 
Santa Barbara of both West Coast 
and national oil public relations 
leaders. The meeting featured a pre- 
view by Adm: H. B. Miller, OTIC 
executive director, of 1954’s Oil Prog- 
ress Week and its slogan, “Oil Serves 
You.” 

Most reiterated topic was the neces- 
sity for working through state and 
local committees to put across the 
concept that every element in the 
industry, large or small, has a place 
not only in Oil Progress Week festivi- 
ties but also in year-round OIC 
activity as well. 

George J. Murray, Jr., Los Angeles 
public relations representative of Tide 
Water Associated Oil Co., was named 
chairman of the Southern California 
OIC. He will succeed S. Z. (Stan) 
Natcher, assistant to the vice president, 
Standard of California. 

New chairman of the Washington 
OIC is H. E. (Herb) Paul, division 
manager of The Texas Co. Present 
state chairman is J. E. Pendergast, 
Washington division manager for 
Shell Oil Co. Murray and Paul will 
take over their posts following Oil 
Progress Week, scheduled this year 
for Oct. 10-16. 


Medical Payoff 
On Feb. 17, 1954, this column told 
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how Dr. E. P. Luongo, General Pe- 
troleum Corp. medical director, em- 
phasized that periodic physical exami- 
nations of company employes by 
industrial physicians are a vital tool 
in preventive medicine. Last week, 
Dr. Luongo disclosed to the American 
Medical Assn. the pay-off in good 
health of this program for GP per- 
sonnel. 

Five years of regular physical 
check-ups, he related, have accom- 
plished the following at GP: 

—Mortality from malignancies of 
internal organs in men has dropped 
33%. 

—Mortality among female em- 
ployes from breast and pelvic malig- 
nancies has fallen by 50%. 

—Disabling diseases of the diges- 
tive tract have decreased 20%. 

—Incidence of overweight has been 
reduced by 40%. 

Another happy result of the em- 
phasis on _ preventive, anticipatory 
medicine, according to Dr. Luongo, 
has been a drop in the number of 
industrial accidents. As a consequence, 
workmen’s compensation costs have 
also gone down. 

He cited as examples a reduction of 
40% since 1948 of costs resulting 
from industrial hernias, and a 33% 
decrease in costs of serious back 
injuries. 

Dr. Luongo’s conclusion is_ that 
everybody benefits from regular medi- 
cal check-ups—the employe, employer, 
medical profession and community as 
a whole. 


Transparent Tops 


Hancock Oil Co., Long Beach, 
Calif., has tackled the new problems 
presented by clear plastic roof inserts 
on 1954 cars and come up with five 
recommendations on how they should 
be dealt with by service station deal- 
ers. They are: 

1. Don’t use paper window cleaners. 

2. Wash—don’t dry wipe. 

3. To remove road tar or oil spots, 
use a little kerosine on a soft, clean 
cloth. 

4. When polishing sun-roof cars, 
use a little wax on the plastic to pre- 
serve surface brilliance. 

5. Don’t ever use an 
cleaner on the plastic. 


Eighth Major 


A plea for freedom from unwar- 
ranted government regulation was 
made at the annual meeting of the 
Serve Yourself and Multiple Pump 
Assn. by William H. Dennis, presi- 
dent. 

Lambasting regulations imposed by 
a “bureaucracy of specialists,” he 


abrasive 


warned that cities still are actively 
attempting to prohibit self-serve mer- 
chandising, limit underground storage 
and hold down the size of gasoline 
transports. 

“All such attempts to frustrate the 
economic growth and efficiency of the 
petroleum industry are on our ‘do not 
recommend’ list,” said Dennis, who is 
vice president of Community Stations, 
Inc. 

He also said that growing public 
recognition of and respect for the 
approximately 160 member companies 
of the association had motivated 
SLMPA to coin a new slogan for 
1954: “The independent self-serves 
and multipumps are California’s 
eighth major.” 


Midwest 


By Leonard Castle 


NOJC Rolling Smoothly 


The decision of the National Oil 
Jobbers Council to meet only twice 
a year, instead of three times annually 
as in the past, carries a significance 
that might not be apparent on the 
surface. 

It indicates that NOJC now is a 
smoothly functioning organization that 
can depend upon its officers, directors 
and committees to protect the jobber’s 
interest during the six-month periods 
between regular sessions. 

The executive committee always can 
be called into emergency session with- 
in two or three days if a critical prob- 
lem suddenly arises. Otis H. Ellis, 
NOJC’s Washington counsel, keeps a 
constant watch on national develop- 
ments affecting the industry’s Inde- 
pendents. 

Secretaries and presidents of the 
various member state associations have 
learned during the past several years 
to co-ordinate their efforts with those 
of the national council. Working as 
a team with NOJC’s officers and gen- 
eral counsel, they usually respond 
quickly when called upon for assist- 
ance in assembling statistical data or 
other information requested by the 
national council. 

In the future, both of NOJC’s 
yearly meetings will coincide with API 
sessions. The annual session, as it has 
in the past, will immediately precede 
the API’s annual meeting in Novem- 
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ber, usually in Chicago. NOJC’s mid- 
year meeting will be held at the same 
time and place as the annual session 
of the API's Division of Marketing. 

In arranging its conferences to co- 
incide with the API, NOJC will be 
placing even more stress than in the 
past on strictly business affairs. It 
also will be getting away from some 
of the extracurricular social activities 
which have featured recent gatherings 
in such plush caravansaries as the 
Shamrock Hotel in Houston, the Fort 
Oglethorpe in Savannah, Ga., the 
Homestead in Hot Springs, Va., and 
Skytop Lodge at Skytop, Pa. 

An important recent development 
in the mechanics of NOJC operation 
is the functioning of its various com- 
mittees. Sufficient time is alloted to 
these sessions for most problems to 
be thrashed out thoroughly in com- 
mittee, rather than to consume valu- 
able time in lengthy debate at the 
general sessions. 

An innovation at the recent meet- 
ing at Skytop was the mimeographing 
of all reports before they were pre- 
sented to the council. This meant 
that every member had a copy of each 
report before casting his ballot. If 
any amendments were adopted, or 
sections strickened, the changes were 
carefully and slowly read so every- 
one could copy them on the mimeo- 
graphed sheet. 

Not only did this system enable 
each member to know exactly what he 
was voting on, it also speeded up 
communication of the various actions 
to the jobbers back home. The various 
state delegates could have additional 
copies of important actions made 
promptly and mailed to the state 
membership. 

The mimeographing room at Sky- 
top, which functioned smoothly from 
the outset, was under the direction 
of Tom Brown of New York. 


Fertilizer Draws Praise 


William F. Schierholz Jr., vice pres- 
ident of the Fuel Oil Co. of St. Louis, 
submits a progress report on the new 
development of using fuel oil trucks 
for fertilizing lawns and gardens. 
(See NPN, June 2, p. 20) 

“I believe that we are now confirm- 
ing our statements that results seem 
good,” Bill Schierholz writes, “but the 
building program is slow. 

“Just yesterday (June 17) the di- 
rector of horticulture for City of St. 
Louis Parks praised the fertilizer and 
the type of treatment that we are 
giving lawns and shrubs about as high- 
ly as one could possibly expect or 
want. 

“He repeated several times the high 





value which he placed on such service 
and stressed the excellent results which 
he had received from its use. We, 
however, are still meeting with re- 
luctance on the part of new people 
to proceed. But the assurance of suc- 
cess from past applications is building 
our store of knowledge and, of course, 
strengthening our confidence, which 
gradually makes the selling job easier.” 


Report from Europe 
A postcard from William M. (Bill) 


..when it comes to heating 
gasoline service stations! 


He’s A SHAFCONAIRE FIELD SERVICE ENGINEER, 
a specialist in overhead heating . . . backed by more 
than 16 years’ experience in helping people just 
like you get the most for their heating dollar. 


By preparing heating layouts custom engineered 
for overhead equipment to meet the requirements 
of your particular stations. By offering helpful 
suggestions on how your installing contractor can 
save time, reduce costs, and obtain maximum 
efficiency and performance from each installation. 
By presenting a practical preventative maintenance 
program . . . and conducting service clinics if 
required . . . in order to assure you of lower main- 
tenance cost, higher heating efficiency, and long 
life trouble-free operation of your overhead heating 
equipment. Last but not least, he’s also prepared 
to document the many factual reasons why you're 
“money ahead” when you specify SHAFCONAIRE 
OverHead Heaters for all your station properties. 


Want to meet such a man in 
person? Then call or write: 


Overton Hoevitons, Ie. 


1614 BOOK BUILDING 


SHAFCONAIRE 


OVERHEAD HEATERS 
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Murray, vice president for direct sales 
of Deep Rock Oil Corp. who is mak- 
ing a combination business and pleas- 
ure tour of Europe, asks “How are 
oil prices back home?” Then he com- 
ments: “Over here—not too good 
with all these ECA plants on stream. 
There’s a new one opening up right 
here in Denmark.” 

He reports that he’s visited Portu- 
gal, Spain, Switzerland, France, Eng- 
land, and Holland, in addition to Den- 
mark, “rather rapidly.” 
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EDITORIALLY SPEAKING 


The coal industry is planning to apply the heat 
to congressional candidates in the fall elections in 
behalf of enactment in 1955 of curbs on foreign 
oil importations. 

This is just another way of saying that the coal 
people are going to seek the election of a Con- 
gress favorable to their way of thinking, by sup- 
porting only those candidates who in advance 
will commit themselves to a course of action in 
return for a promise of votes. 

It’s the old familiar deal of “you scratch my 
back and I'll scratch yours.” In other words, 
there’s nothing unusual or startling about what 
coal is out to do at all. Or wouldn’t be, that is, 
were it not for a rather extraordinary combina- 
tion of three circumstances. Let’s enumerate. 


The Circumstances 


1. Today’s uncertain political climate, which 
makes office-seekers extremely susceptible to the 
activities of pressure groups. 

2. The fact that the oil industry’s own house 
continues divided, with independent producers 
also seeking election of congressmen favorable to 
the anti-imports cause and still of a mind, ap- 
parently, that the issue can never be settled satis- 
factorily within the industry; that the only solu- 
tion is to do it by law. 

3. The tragic situation which finds no one 
willing or seemingly able to undertake to alert 
the American consumer to his own dangerous 
place in this picture. 


The Problem 


It is this last circumstance which really con- 
cerns us the most. Not so much because of what 
might be done in Washington next year with 
respect to oil imports, as because of what such 
success might lead to. 

What coal really is shooting for is an end to 
the right of the individual consumer to use freely 
the fuel of his own choosing. The curbing of oil 
imports is meant to be but the initial step towards 
the achievement of this ultimate goal. 


National 
Petroleum 
News 


Coal's Dual Threat: To Oil and Public 


What coal seeks is a competitive advantage, 
and it proposes to obtain that advantage by 
shackling its competitors. The motivation lies in 
the same sort of thinking which finds the Japanese 
government restricting the use of heavy oil to 
save foreign exchange “and to overcome a coal 
industry recession.” And which has a committee 
of European coal and steel interests seeking ways 
of “protecting coal production from fuel oil 
competition.” 

This is making progress backwards. And it is 
the consumer who will suffer. Just as in the end 
he will surely suffer if the Supreme Court ruling 
in the Phillips natural gas case is allowed to stand. 
For there, too, we shall probably see the condi- 
tion develop of control measures so stifling pro- 
ducer initiative that supplies will dwindle and the 
consumer ultimately have to pay through the nose 
for natural gas, if, indeed, he is not compelled to 
convert back to coal. 


A Solution 


It seems to us that two things need to be done 
in this developing situation. 

First, the means must be found, somehow, to 
settle the imports controversy amicably within 
the petroleum industry. There have been many 
efforts in this direction already, and imports have, 
in fact, been reduced considerably. But disagree- 
ment continues, and not until that is ended will 
the industry be in any position really to fend off 
this first-step threat of federal control posed by 
the coal people. 

Then, if no other group—public or private— 
will do so, the oil industry should entertain the 
idea of itself undertaking a campaign aimed at 
arousing the consumer to the fact that his is the 
biggest stake of all in this affair. 

There may be a reason why the industry would 
not want to spearhead such a campaign, but there 
ought to be no standing on ceremony if that rea- 
son is a fear of offending candidates for public 
office. After all, consumers are voters and they’ll 
make a point of going to the polls if they under- 
stand the score. 
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Weekly Oil Market Review and Prices 
About Oil People 
Coming Meetings 
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Light Products Down In Coastal Markets 


Longstanding weakness in refined products 
prices as evidenced by widespread discounts from 
quoted prices gave way to outright price reduc- 
tions for distillate fuels and gasoline in coastal 
markets the past week. 

—All signs still pointed to oversupply of most 
products, notably gasoline. 

—And the feeling was growing among both 
refiners and traders that, without more sharp 
cutbacks in refinery crude runs, product prices 
will slough off even more. 

The mild wave of optimism created earlier in June by 
reductions in refinery runs, gasoline output and inventories, 
and imports was pretty much dissipated. 

With previous demand forecasts of about 4% in gasoline 
consumption being scaled downward (Bureau of Mines 
also forecast total oil demand for second quarter probably 
will fall about 1% below last year), the disparity between 
primary inventories of gasoline this year and year ago has 
been cause for increasing alarm to refiners. 

In mid-April, when inventories reached their peak thi 
year, gasoline stocks were 20 million bbls. higher than e: 
same point in 1953. Two and a half months later, with the 
July 4th holiday at hand, this disparity has increased to 
21 million bbls. 

There were other developments, besides price cuts, the 
past week which bespoke ample supplies. 

Jet Fuels Plentiful—Requirements of Armed Services 
Petroleum Purchasing Agency for jet fuel, Grade JP-3, for 
bulk lifting in the nine-month period beginning July 1, 
come to 1,500,000 bbls. Five out of the 11 refiners who 
tendered bids last week offered to supply the entire 
quantity. In all, ASPPA had 11,238,000 bbls. of product 
offered to it. 

Apparent low bidder was Texas City Refining, Inc., with 
price of 8.55¢ gal., FOB Texas City, Texas. See page 112 
for bids submitted by other suppliers. 

Cargo Prices Down—Discounting of cargo prices for 
gasolines and distillate fuels in the bulk market at the Gulf 
has been widespread for several weeks. But not until the 
past week were flat-price sales disclosed at the lower levels. 

Regular-grade gasoline, 87 oct., and lower octane grades 
of gasoline, kerosine, No. 2 fuel, and Diesel oils were 
quoted 0.125 to 0.25¢ gal. lower and, as the week ended, 
gasoline was described as “still weak” at the reduced prices. 
Sales of full-cargo lots of No. 2 fuel were at 7.75¢, two 
part-cargo lots of 87 oct. gasoline at 10¢, and part-cargo 
of kerosine at 8.75¢. 

Distillates Slump In East—Reductions in distillate fuel 
prices in the East, either through outright price cuts or 
“voluntary allowances” from posted prices, covered the 
area from Baltimore north. 

Atlantic Refining was the first to move, with a 0.25¢ cut 
in its Philadelphia district tank car and barge prices for 
kerosine, No. 2 fuel and Diesel fuel. Atlantic also reduced 
its tank wagon prices for kerosine and No. 2 oil 0.1¢ gal. 
throughout Pennsylvania and Delaware. 

Esso Standard was next, with notification to its division 
managers at Baltimore and points north along the Atlantic 
Seaboard to “meet competition” on tank car, yard, and 
barge sales of kerosine and No. 2 fuel. Company’s posted 
tank car prices were not reduced, but discounts, generally 
0.25¢ gal., were being given as competitive allowances. 
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Sun Cuts Postings—Sun Oil Co. made outright price 
reductions to meet the “voluntary allowances.” Two Inde- 
pendents also took this route. Result was low quotations 
for kerosine and No. 2 fuel were down 0.25¢ at New York 
harbor, Baltimore, New Haven, Boston, Providence and 
Portland. 

At the terminal level, Socony-Vacuum met the competi- 
tion by granting “voluntary allowances” from its posted 
prices. At the tank wagon level, Socony reduced its prices 
0.2¢ for No. 2 fuel in lower Westchester (N. Y.) county, 
and in Nassau and Suffolk counties on Long Island. New 
tank wagon prices range from 13.1 to 13.5¢ at points 
where reductions were made. Company made no changes 
in kerosine tank wagon prices, and no other changes in 
No. 2 fuel tank wagon. 

Heavy Fuels Mixed—Had it not been for a slump in 
prices at Philadelphia, New York and New England points, 
heavy fuels might have been a bright spot. 

Residual was strong in the Mid-Continent. Coking oper- 
ations, road oil shipments, and increased industrial business 
have sopped up much of the surplus there. Industrials re- 
portedly were endeavoring to make forward commitments 
for the first time in several weeks. 

At the Gulf, bunker oil was said to be the only firm item 
in the refined list. 

But it was a different story in the East, where there was 
stiff competition from coal, and freight costs were low on 
shipments coming in from the Gulf, Caribbean and Mexico. 

Prices Down 10¢ Bbl.—Heavy fuels lagged only a little 
behind distillates in suffering price setbacks. The downward 
trend started with Esso Standard offering “voluntary allow- 
ance” of 10¢ bbl. from its $2.25 posted price for No. 6 
fuel at New York harbor and New Haven on June 23. 
Next day the company extended the allowance to New 
England terminal points—Boston, Providence and Port- 
land. 

At New York, two Independents met the “voluntary” 
with 10¢ price cuts (to $2.15), and late in the week, Atlantic 
Refining reduced its Philadelphia prices 5¢ for Nos. 4 and 
5 fuels, 10¢ for No. 6 fuel. Atlantic’s new tank car price 
for No. 6 oil, no sulfur guarantee, is $2.15, with barge 
price 3¢ bbl. lower. 

At New England terminal points, the “reductions” held 
to “voluntaries,” rather than outright price cuts. 

A New York heavy fuel supplier estimated his loss to 
coal competition as between 400,000 and 500,000 bbls. 
At reduced prices, coal still had a 5¢ bbl. advantage over 
oil, it was said. 

Retail Markets Up and Down—Retail gasoline markets 
showed improvement at some points. The tank wagon 
structure was still distorted in some areas in the East with 
postings at the secondary level lower than at the primary 
level. 

At New York harbor, for example, the posted tank car 
price for major brand gasolines was 14,2¢. In contrast, 
posted tank wagon prices to dealers at some points were: 
Providence, 12.9¢; Hartford, Conn., 13.4¢; Wilkes-Barre, 
Pa., 13¢; Scranton, Pa., 14¢. In some instances even these 
prices were subject to “voluntary allowances.” 

Prices below are ex state and federal taxes, which are 
shown in parentheses: 

Los Angeles, Calif. (8¢)—Retail gasoline prices among 
private brand dealers in Los Angeles Basin were close to 
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“normal” at weekend as second rash of price cutting in 
60 days apparently faded away. Curb signs which had 
displayed regular-grade prices as low as 11.9¢, either 
showed more “normal” prices 5¢ or 6¢ higher, or were 
painted out. Also, noticeably smaller number of major 
brand stations were curb-posting 1¢ or 2¢ reductions under 
their prevailing 19.9¢ price. 

Providence, R. I. (6¢)—Tank wagon postings were off 
another 1¢ (see above). Majority of major brand stations 
were retailing regular-grade gasoline at 16.9¢, with a few 
at 15.9¢ and 17.9¢. Private brands generally were priced 
at 14.9¢. 

Roanoke, Va. (8¢)—Two-month-long gasoline price war 
ended. “Save” signs were removed from major brand sta- 
tions and all “price assistance” to dealers reportedly was 
discontinued. While most stations posted “normal” retail 
prices of 23.9¢ to 24.4¢, “discounts” ranging up to 10¢ 
gal. had been given off pump prices at height of price war. 

Reading, Pa. (7¢)—Retail gasoline prices in outskirts of 
Reading, and on Allentown and Lancaster pikes, were 
down about 3¢ from “normal” in resumption of price war 
which ended in March. In depressed areas, prices generally 
ranged upward from 16.9¢ at private brand stations, and 
from 17.9¢ at major brand outlets. So-called “normal” 
retail is 19.9¢ to 20.8¢. Many dealers who cut regular- 
grade prices did not reduce premium postings. 





Gulf Coast 
Distillate And ‘Gas’ Prices Down 


Weakness in practically all light products culminated 
in price reductions for all grades of distillate fuel, regular- 
grade gasoline, and lower octane grades of gasoline in 
the cargo market at the Gulf the past week. 

For several weeks, the market has been rife with 
reports that these products were available at “discounts” 
(from low quoted prices) of as much as 0.5¢ gal. But 
not until the past week were flat price sales disclosed. 

For 87 oct. regular, price was down 0.25¢ to 10¢ gal., 
and the lower octane grades also were off 0.25¢, with 
84 and 83 oct. regular at 9.75¢, and 79 oct. and 70-72 oct. 
leaded at 9.5¢. 

With exception of 53-57 diesel index gas oil, down 
0.125¢, all distillate fuel prices were off 0.25¢ with ker- 
osine at low of 8.75¢ and No. 2 fuel 7.75¢. 

Fiat price sales of three cargoes of No. 2 fuel, two 
part-cargo lots of 87 oct. regular-grade gasoline, and a 
part cargo of kerosine were confirmed at the reduced 
prices. 

The No. 2 fuel sales at flat prices were in addition to 
two other cargoes closed the past week, one at “0.25¢ 
off” and other at “0.375¢ off’ (low OILGRAM date of 
lifting). 

While many in the trade pointed to reduced refinery 
crude runs, lower production rate for gasoline, and de- 
clining inventories as “encouraging factors,” they added, 
generally, that these factors still had done little as yet 
toward curtailing volume of practically all light products 
offered for immediate sale. 

Buyers, both cargo and upriver, still held to the sidelines 
although some traders reported “feeler inquiries” for sum- 
mer shipments of distillate fuels from both classes of trade. 
When interested, however, buyers were said to be “talking 
pretty low prices.” 

Bunker oil was described as “generally steady” at $1.85 
bbl. But consensus of refiners’ and traders’ reports on 
light products as the week ended was: “Market continues 
very sloppy.” 
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Atlantic Coast 


Distillates, Heavy Fuels Prices Down 


Reductions in kerosine, distillate and heavy fuels prices 
from Baltimore to Portland which merely brought into 
the open price shading prevalent for some time, high- 
lighted developments on the Atlantic Coast the past week. 
Open market trading continued at a standstill. 

Price cuts by Atlantic and Sun (see P. 109) were met 
by several other refiners and terminal operators, while 
some others followed Esso’s lead of giving “voluntary 
allowances” off posted prices. In both cases reductions 
generally amounted to 0.25¢ gal. for kerosine and distil- 
late, and 10¢ bbl. for heavy fuel. 

At New York Harbor, prices ranged upward from 
9.95¢ for kerosine in tank cars and 9.7¢ barges, 8.95¢ 
for No. 2 fuel tank cars and 8.7¢ barges, and from $2.15 
bbl. for No. 6 fuel. 

While there was some pickup in gasoline shipments 
against contracts, movement still was not up to expecta- 
tions. 


Chicago District 


Gasoline Generally Continues Weak 


Gasoline remained weak in Chicago District last week, 
but was not affected adversely by 0.25¢ lower prices at the 
Gulf for regular grades. Light fuels were dormant. Heavy 
fuels were quiet, but shipments were steady to regular 
customers. Prices were unchanged for all products. 

Failure of gasoline prices to respond to rising demand 
continued to result in pessimism on part of most local 
refiners. Soliciting of commercial and private brand gaso- 
line business at “off market” prices was still active, al- 
though some refiners said shipments to branded outlets 
had not been “too much effected.” 

Even though prices for regular grades of gasoline 
dipped 0.25¢ at the Gulf, local suppliers said they could 
not see the cut as further depressing local river prices 
because the change merely brought into the open a situa- 
tion prevalent for some time. 

The same was true of light fuels. For past several 
weeks, local river terminal operators have had offerings 
from the Gulf at “0.25¢ off Platt’s,” but little actual buying 
has been done. 


Midwestern (Chicago-E. St. Louis Area) 


nesidual Fuel Staging Comeback 


Residual fuel continued to stage a comeback in the 
Midwest last week and several refiners said it and No. 2 
fuel were only steady products in the refined list. Re- 
finers’ quotations were unchanged. Open market trading 
was quiet. 

Spot gasoline prices at Great Lakes Pipe Line terminals 
showed tendency to slip further in some cases as dis- 
counts widened to range from 0.375¢ to 0.625¢ off de- 
livered terminal prices. Jobbers continued to take ad- 
vantage of these “low” prices to bid for commercial con- 
sumer business. 

General improvement in heavy fuel brought no upward 
changes in refiners’ prices, but a tank car marketer said 
he was having to advance his No. 6 fuel price 5¢ for 
July to $1.05 bbl., Group 3. Refiners’ prices still ranged 
from $1 to $1.15, Group 3. 
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Summary of Gasoline Prices (June 22 through June 28) 





Monday 
June 28 


12.625-14 55 
13 .25-13.8 
13 .5-138.75 


Motor Gasoline 95 Oct. (Premium): 
N. Tex. (Texas & New Mex. shpt.) 
W. Tex. (Texas & New Mex. shpt.) 
E. Tex. (Truck Tnsp.) 

Motor Gasoline 92 Oct. (Premium): 
Okla., Group 3 (Okla. shpt.)..... .. (4)12.25-13 .375 
Okla., Group 2 (Northern shpt.) : 11.75-13 
Midwestern (Group 3 basis). . ‘ 11.75-13 
N. Tex. (Texas & New Mex. shpt.) 12 .625-14.2 


E. Tex. (Truck Tnsp.) . a ae 13 


Cent. W. Tex. (Truck Tnsp.)..... 13 13 


Motor Gasoline 84 Oct. (Regular): 


Friday Thursday 
June 25 
12 .625-14 .55 
13 .25-13.8 
13 .5-13.75 


(4)12.25 
11.75 
11.75-13 


Af 12 .625-14.2 
W. Tex. (Texas & New Mex. shpt. ) ; “ 13(2) 13(2) 
13 


13.375 (4)12 26-18 .875 
3 11.75-13 


Wednesday 
June 24 June 23 June 22 
12 .625-14.55 12 .625-14 .55 12.625-14 .55 
13.25-13.8 13.25-13.8 13.25-13 8 
13 .5-13.75 13.5-13.75 13 .5-18.75 


Tuesday 


(4)12 .25-18 .375 (4)12.25-13 .375 
11.75-13 11.75-18 

11.75-13 11.75-13 11.75-13 

12.625-14.2 12 .625-14.2 12.625-14.2 

13(2) 13(2) 13(2) 

13 13 13 

13 13 13 


Okla., Group 3 (Okla. shpt.). . a .. (6)11.25-11.375(8) (6)11.25-11.375(8) (6)11.25-11.875(8) (6)11.25-11.875(8) (6)11.25-11.375(8) 
peas 1 


Okla., Group 3 (Northern shpt.).... 10.75-11 .375(2) 

Midwestern (Group 3 basis). . : pagers . 75-11 .375 

N. Tex. (Texas & New Mex. shpt.).......... .5-12.7 

W. Tex. (Texas & New Mex. shpt.).. .5-12.25 

E. Tex. (Truck Tnsp.)..... : ve 
Motor Gasoline 60 Oct. M & below: 

Okla., Group 3 (Okla. shpt.)........ 

Okla., Group 3 (Northern shpt.)...... 

Midwestern (Group 3 basis) 

N. Tex. (Texas & New Mex. shpt.).. 

W. Tex. (Texas & New Mex. shpt.) 

E. Tex. (Truck Tnsp.) ses pan 
Motor Gasoline 92 Oct. (Premium): 

New York harbor. . . 

New York harbor, barges 

Philadelphia 

Baltimore a? an , 
Motor Gasoline 86 Oct. (Regular): 

New York harbor +¥ ne 

New York harbor, barges 

Philadelphia. ....... 

Philadelphia, barges. 


- 25-10 .625(3) 
- 25-10 .625 


Baltimore, barges 
Motor Gasoline: 
Western Penna., Bradford-Warren: 


92 Oct. (Prem.)... 15.15-16.4 


Western Penna., Oil City: 
92 Oct. (Prem.). . ; 
86 Oct. (Regular) 


Western Penna., Pittsburgh: 
92 Oct. (Prem. ; 


14. 75-15 .25 
13.75-14 


10. 75-11 .375(2) 
10.75-11 .375 
11.5-12.7 
11.5-12.25 
5-12.25 11 5-12.26 


10 .25-10 .625(3 
10 .25-10 .625 
10.25-10 .625 
(2)10.75-11.8 
11.25-11.5 
(2)11-11.125 


12.75-12.8 


ne 15.15-16.4 
86 Oct. (Regular) 13.9(2) 13.9(2) 


14.75-15 .25 
13.75-14 13.75-14 


me? 15.5 15.5 
86 Oct. (Regular) ea 13.75 13.75 


1075-11 .375(2) 75-11 .375(2) 


0 10. 75-11 .375(2) 
10. 75-11 .375 0.75-11.375 

1 

1 

1 


10. 75-11 .375 
5-12.7 11.5-12.7 
5-12.25 11.5-12.25 
5-12.25 11.5-12.25 


11 5-12.7 
11.5-12.25 
11.5-12.25 


10 .25-10 .625(3) 
10. 25-10 .625 
10 .25-10 .625 


25-10 .625 (3) 
25-10 .625 
25-10 .625 


10 25-10 .625 (3) 
10 .25-10 .625 
10 25-10 .625 
(2)10.75-11.8 
11.25-11.5 
(2)11-11.125 (2)11-11 125 
17.3 16.3 
15.4 15.4 
(2)16 4-16 .6 f B 2)16 .4-16.6 
15.4-16.1 b 15.4-16.1 


13.45-14.3 13 .45-14.3 
12-14.2 1 12-14.2 
(3)13.9-14.6 (3)13.9-14.6 
13 .8(2) 13.8 13 .8(2) 
12.7-14.1 12.7-14.1 

12.75-12.8 12.75-12.7 


15.15-16.4 15.15-16.4 
13 .9(2) 3 .9(2) 13 .9(2) 


14.75-15 .25 75-15 . 2! 5-15.26 
4 5-14 


15.5 
13.75 





Mid-Continent 


No. 6 Strong, Other Products Weak 


Most refiners and tank car marketers were beginning 
to talk about the prospects of a “$1.05 No. 6 market for 
July” in the Mid-Continent the past week, as residual 
supply and demand picture continued to tighten. But 
there were no signs of any change in the supply and 
demand status of other products. 

In Oklahoma, one tank car marketer said he was having 
some trouble in moving a few cars of No. 6 at $1.00. 
Most other marketers, however, said their suppliers were 
asking from $1.00 up on material offered to them for 
resale, and several said there were at least two buyers 
in market seeking large quantities of material for ship- 
ment over balance of year. In addition, other northern 
buyers were trying to buy small lots of either low or high 
sulfur fuel, and there was still demand from Gulf Coast 
residual buyers. Most sources agreed there wasn’t any 
great demand for residual, but they said there was enough 
to make market tight, since material available for spot 
purchase remained scarce. 

Mid-Continent gasoline was still being offered “under 
the market” at northern pipe line terminals. Majority of 
refiners said 0.25¢ “under published prices,” plus trans- 
portation, was considered more or less “normal,” with 
material moving out of some terminals at 0.5¢ “under 
the market,” plus pipe line tariff, to general trade. It 
was still a case of oversupply, according to refiners, who 
said their regular-customer shipments against contracts 
were large. 
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Lubricating oils also remained in oversupply in some 
cases, causing prices to be weak. But one refiner of South 
Texas lubes said he was moving enough oil “to stay out 
of trouble on storage,” mainly to foreign buyers. 


Distillates were sought in some cases for summer-fill 
programs but refiners generally were more interested in 
moving burdensome gasoline stocks rather than worrying 
about the burning oils, which are normally dormant this 
time of year. 


Central Michigan 


‘Summer Discount’ Trend Grows 


Following in wake of several large companies, Central 
Michigan refiners said last week there was trend among 
local refiners to allow 0.5¢ summer discount on light 
fuels. 


Gasoline, meanwhile, still was in trouble as far as sharp 
discounts to commercial users were concerned. Heavy 
fuels mostly were quiet, but with price cutting still going 
on. Refiners’ quotations were unchanged for all products. 

Along with general trend toward 0.5¢ special summer 
discounts for light fuels to spur storage filling, refiners 
also said they were considering 3¢ margins to jobbers for 
next heating season on burning oils. In most cases, re- 
finers said this would mean that only 0.25¢ of present 
0.5¢ summer discount would be rescinded when heating 
season starts. 


111 





OIL MARKETS 








NPN Gasoline Index 
(cents per gal.) 


Dealer T.W. Tank Car 
June 28 eruer 15.95 12.35 
Month Ago oe 16.14 12.36 
Year Ago sts 16.51 12.68 


Dealer index is an average of dealer tank wagon price 
ex tax in 50 cities. 

Tank car index is weighted average of following whole- 
sale markets for regular-grade gasoline, FOB refineries or 
terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Har- 
bor; Philadelphia; Jacksonville; Boston and Gulf Coast. 











Western Penna. 


Lube Interest Continues Active 


a 

The reviving buyer interest in Western Penna. lubri- 
cating oils continued last week, with prices for the base 
stocks generally firmer than in several months. Gasoline 
volume also increased, and several refiners reported 
dwindling inventories for this product. 

For the second straight week, open market sales of 
bright stock and neutral oils totalling over 400,000 gals. 
were disclosed, with material going to both foreign and 
domestic buyers. Prices were said to be “right at the lows” 
in most instances. Additional foreign inquiries for approxi- 
mately 260,000 gals. of bright stock and some smalier 
quantities of cylinder stocks were in the market. 

While most refiners continued to report inventories of 
the base stocks “still out of balance,” one said that for 
the first time in six months he had had to buy bright 
stock to meet contract commitments. 

The pickup in gasoline volume was almost entirely to 
regular-customer accounts and open market trading con- 
tinued quiet. Refiners generally said, however, that with- 
drawals were larger and inventories lower than last year 
at this time. 

The only change in the quiet distillate fuel picture was 
Atlantic Refining Co.’s cut of 0.25¢ at its Pittsburgh 
pipeline terminal and a coincident drop of 0.1¢ in tank 
wagon prices for kerosine and light fuels throughout 
Pennsylvania. At week’s end only one refiner, in the 
Bradford-Warren district, had met Atlantic’s tank wagon 
reduction. 

Petrolatums and crude scale wax continued firm and 
tight. Advance sales of six weeks and more were not 
uncommon for these products. 


LP-Gas Buying For Underground Heavy 


Large scale buying of propane for underground storage 
was reported in liquefied petroleum gas trade circles the 
past week. While actual volume could not be learned, 
several producers said large lots of “distress” material 
had been taken off market. 

At same time, reports continue that “substantial vol- 
ume” of spot material is available since most chemical 
companies are said to be out of the market entirely. Prices 
for spot lots depend upon quantity buyer is willing to 
take. In Oklahoma, small lots of both propane and butane 
reportedly were available past week at 1.75¢, large quanti- 
ties (SO cars or more) at 1.25¢. In West Texas, “volume 
lots” could be bought as low as 1¢ gal. 

Contract postings generally are unchanged at 3¢ for 
butane and propane in Oklahoma, with some producers 
giving 0.5¢ discount, and 3 to 3.5¢ in Gulf Coast area. 

Some producers endeavoring to write 1954-55 con- 


tracts on delivered-destination price basis (see June 23 
NPN, P. 43) say they are running into buyer resistance. 
In one instance, municipal buyer in Midwest has rejected 
all recent proposals for supply of 40,000 to 60,000 gals. 
monthly of propane during 12-month period beginning 
July 1, since some proposals specified delivered prices, 
others FOB shipping point prices. In asking for new bids 
(to be opened July 1), buyer stipulates that all bids must 
be on FOB shipping point basis. 


Texas City Refg. Low In Jet Bids 


Texas City Refining, Inc., with price of 8.55¢, FOB 
Texas City, Texas, was apparent low in bids submitted 
to Armed Services Petroleum Purchasing Agency last 
week for supply of jet fuel, Grade JP-3, for bulk lifting. 

ASPPA tender calls for 1,500,000 bbls. of product 
for bulk lifting, East or Gulf Coast. Texas City Refining 
offered entire quantity, with price to escalate 0.125¢ per 
gal. for each 5¢ bbl. with Humble Oil & Refining Co.’s 
posting for crude oil which on 6/24/54 was $2.90, with 
maximum of 10%. 

Abstract made by National Petroleum Assn. Also shows 
that 10 other suppliers submitted bids as follows (supplier 
offered entire quantity of 1,500,000 bbls. except as noted) : 

Cities Service—9¢ FOB Lake Charles, La. 

Esso Standard—750,000 bbls., 9¢ FOB tanker Baton 
Rouge, La., or Baytown, Texas; 9.25¢ FOB barge Baton 
Rouge or Baytown. At government’s option, 20,000 bbls. 
per month of that volume at Bayonne, N.J. plant for barge 
lifting at 10.35¢. 

Magnolia Petroleum—950,000 bbls., 8.75¢ FOB ves- 
sel, Beaumont, Tex., 8.875¢ FOB barge, Beaumont. 
Prices firm. 

Pan-American Refining—500,000 bbls., 9.05¢ FOB 
Texas City, Texas. Lifting by tankers or barges must be 
in minimum lots of 20,000 bbls. 

Phillips Petroleum—9.35¢ FOB Freeport, Tex. Prices 
firm, and offer subject to acceptance by July 8. 

Sid Richardson Refining—8.98¢ FOB “our dock” Texas 
City, Tex. Price firm. 

Sinclair Refining—360,000 bbls.,. FOB Houston, Tex., 
120,000 bbls. FOB Marcus Hook, Pa.—8.8¢ FOB Hous- 
ton; 9.0932¢ FOB Marcus Hook. Prices to escalate 0.125¢ 
per gal. for each 5¢ bbl. change in $2.90 crude price, 
with 5% maximum. Subject to 15 days acceptance. 

Suntide Refining—8.62¢, FOB Corpus Christi, Texas. 

Taylor Oil & Gas—548,000 bbls. 9.67¢ FOB Corpus 
Christi or Port Isabel, Texas, at bidder’s option. Prices 
firm and subject to acceptance by July 6. 

The Texas Co.—510,000 bbls. 9.25¢, FOB Port Arthur, 
Texas. Price firm. To be furnished at rate of 60,000 bbls. 
per month during period July 1-Dec. 31, and 50,000 
bbls. per month during period Jan. 1-March 31. Cannot 
load in excess of 70,000 bbls. at one time, and requires 
minimum of 21 days between loadings. 


Midwest Blended Oil Stocks Decline 


Decline of 30,311 bbls. in inventories of blended oils 
held by 12 Midwest lubricating oil manufacturers during 





Crude Oil Prices 


No changes in crude oil prices reported in week 
ended June 26. For complete crude price sched- 
ules, see P. 119-120 of this issue. 
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April is reported by Western Petroleum Refineries Assn. 
Bright stock inventories also were down, while stocks of 
neutral oils, paraffin oils and steam refined stock increased. 
Stocks of paraffin oils on April 30 were slightly higher 
than on same date last year, while inventories of all other 
oils were down substantially from year ago levels. 
Inventories on April 30, with changes from March 31, 
and April 30, 1953, follow (figures in bbls.): 
April, Change from Change from 
1954 March,1954 April, 1953 
Bright stock 
Total .. 338,783 
Solvent 251,115 
Viscous neutrals 
Total 599,000 
Solvent 488,309 
Paraffin oils 103,007 
Steam refined stock 17,488 
Blended oils 515,313 


—13,692 
— 8,448 


—126,866 
—124,939 


+19,510 — 42,791 
+24,358 — 28,198 
+10,384 + 2,925 
+ 3,697 — 13,115 
—30,311 — 28,294 


Tide Water Low in Conn. ‘Gas’ Bids 


Tide Water Associated Oil Co. is apparent low bidder 
to supply State of Connecticut’s gasoline requirements 
during 12-month period beginning July 1, it was reported 
here today. 

State’s tender calls for delivery of 2,935,655 gals. of 
regular-grade gasoline and 776,200 gals. of premium for 
delivery by tank wagon and/or truck transport in any 
amount to any state dispensing equipment throughout 
Connecticut. 

According to state’s buyer of fuels and lubricants, T'de 
Water bid as follows: 

Regular—Average New York harbor tank car price for 


Complete Warehouse Stocks 
of HI-V-1 oll available: Enid, -~ 
Oklahoma City, Okla.; Su- 
perior, Omaha, Grand Is- 
land, Lincoln, Nebr.; Hutch- 
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branded (regular) gasoline as shown in New York Journal 
of Commerce (currently 14.3¢), less 1.75¢ gal.; maximum 
price July 1 to Dec. 31, 1954, 12.55¢; maximum Jan. | to 
June 30, 1955, 13,05¢. 

Premium—Average New York harbor tank car price for 
branded (regular) gasoline as shown in New York Journal 
of Commerce (currently 14.3¢), plus 0.75¢ gal.; maximum 
July 1—Dec. 31, 15.05¢; Jan. 1—June 30, 15.55¢. 


Mexican Crude Shipment Arrives 


McBride Oil & Gas Corp., Brownsville, Texas., received 
its first shipment of Mexican crude oil the past week. 
Initial lot was 107,000 bbls. 

McBride recently signed contract with Petroleos Mexi- 
canos to buy 7,500 b/d of Mexican oil over five-year 
period. Company official described the agreement with 
Pemex as “a $22,000,000 contract.” 


Lubes to Argentina 


Contract to supply Argentine government with 6,000 
cubic meters (1,558,502 gals.) Mid-Continent solvent 
refined bright stock and 4,000 cubic meters (1,056,080 
gals.) 500 vis. solvent neutral oil has been awarded to 
Asiatic Petroleum Corp., according to spokesman for 
Argentine Government Oil Fields, Ltd., in New York. 

Asiatic’s prices, lowest of bids submitted late in May, 
were as follows—bright stock: in bulk, 16.69¢ FOB Gulf 
port, 16.92¢ FOB East Coast port north of Cape Hatteras, 
in drums FAS Gulf port, 27.72¢ filled 54. gals., 27.52¢ 
filled 55 gals.; neutral oil: in bulk, 14.39¢ FOB Gulf 
port, 13.92¢ FOB East Coast port north of Cape Hatteras, 
in drums FAS Gulf port, 25.42¢ filled 54 gals., 25.22¢ 
filled 55 gals. 


Your customers want extra lubrication protection against 
blazing summer heat, for their cars, trucks and tractors! 
Okay . . . give it to them, with split-second flow on starts 

. . with the dependable, uniform film of lubrication that 
withstands oxidation . . . with Champlin Heavy-Duty 
HI-V-I! Then, watch for them to drive in for more, the 
next change! No other motor oil gives more dependable 
protection to an engine at all temperatures and speeds, 
in all weather, than Heavy-Duty HI-V-I Mil-O-2104 grade 
motor oil ! 


Write for information on a dealership in your territory! 


MPLIN REFINING COMPANY 
FICES @ ENID, OKLAHOMA 





ates in effect June 28 at Refineries and Terminals 


Gasoline Golsreerss 
OKLA., Group 3 (Okla. shpt.) 
(4)12. 25-18 .875 


625 (8) 


11.76-18 
10.76-11.875 
10. 26-10. 626 
N. TEX. (Texas & New Mex. shpi.) 
96 Oct. Prem.. ‘: 12 .625-14.55 
Oct. pe ? 12 .625-14.2 
re 11.6-12.7 
below (2)10.75-11.8 
wv. TEX. (Texas & New Mex. shpt.) 
95 Oct. Prem.. 


ARK. (For shipment to Ark. & La, 


(2)18 .85-18 .1 
(2)12 .6-15 .6(2) 


17 .85-18.6 
15 .85-16.1 


17 .85-18.6 
15 .86-16.1 


Kerosine, Gas & Fuel Oils 


orm Group 3 (Okla. shpt.) 


-26-11.5(2) 
0.5 


0.6-11 
-15-10.75(2) 
0.15 


$1.00-1.60 


. Prem.. s ( % OKLA., Group 3 (Northern shpt.) 


42-44 “ » bev cccesacece 


11.25-11.5 Range 


68 & ro D.1. Diesel. 


18 6-18.76 
18 


11 .5-12.26 
(2)Li-11.126 


. W. TEX. (Truck transport lots) 


$2 
72 
BB 


- 

4 22 
5 
RE 


£83 
R35 
ret 


0. 
No. 6 fuel 
For shipment to Ark. & La.) 


3 
g: 


42-44 w.w 


68 & above D.I. Diesel. 


eos GR. YF se) 
875-9 25 


CENTRAL MICHIGAN 
or Central Michigan refineries. ) 


~1.15(2) 


N. TEX. (Texas & New Mex. 9 


2- 4 OHIO—Quotations of 8.0, Ohio for delivery to 
apt Ohio points: 


No. 6 . 60 11.9(a) 


11.7( 
(8)12.25-12.75 W. TEX. (Texas & New Mex, shpt.) a) 


11-11.625 


10.88-11.25 (a)Subject to 0.5c temporary allowance” in 


northern half of Ohio. 


CALIFORNIA 
San Joaquin Valley Dist.: 


ct. 
60 Oct. M & below........ 


WESTERN PENNA. 


Bradford-Warren: No. 6 fuel 


15.15-16.4 


13 9(2) Ee. TEX. ee transport lots) 


BRS Wen a ok caccrcscves heat 5-9. ise) 
58 above D.I. Diesel . 8.75-9 
No. 6 fuel $1.30-1. ‘oe 


CENT. W. TEX. (Truck transport lots) Shove dist. (FS 168 


42-44 w.w y San Francisco Dist.: 
15.5 68 & above D.I. Diesel... . 


40-43 
18.75 . . Heavy fuel (PS 400).. 
No. 6 fuel . Light fuel (PS 300). 
Gile—-Saettions of 8.0. Ohio for delivery to Diesel fuel (PS 200). 
Ohio points Stove dist. (PS 100) 
86 Oct. ee 


62 & below D.i. Diesel... . ' ' - Saute Dist.: 
CENTR 68 & above D.I. Diesel... . ‘ 0-4: 

»B - se pry-onreal No. 25 Heavy fuel (PS 400) 
(FC Yentral Michigan refineries) No. 8 25-9 87 Light fuel (PS 300) 
(4)14.5-14.75(2) No. $1.65 Diese! fuel (PS 200) 
(4)18 .5-18 . 75 No. $1.20-1.30(2 Stove dist. (PS 100) 


14.75-15 .25 
18 .75-14 


KANSAS (For Kansas destinations only 
pre ere (3)9 .375-10.5 


(2)13.8-14.3 
$1 .80-2.10 
$2.25-2.30(3) 

10.25-13.2 


86 Oct. Reg. 10.5-14.7 


Prices herewith are reproduced from Platt’s OJLGRAM Daily Oil distribution or publication, During periods of short supply, some sellers 
Price Service, associated with National Petroleum News, whose rep- and at times all sellers, withhold quotations to mew customers or the 
resentatives in all NPN-OILGRAM offices devote their time exclusively posting of firm prices but give OJLGRAM the prices they otherwise 
to reporting oil industry prices everywhere. would quote to the trade in general and which they confine to their 

Prices shown in tables are sales prices or quotations or general offers regular customers only, and such prices appear in the price tables. 
or posted prices by refiners, by pipeline terminal operators, and by Gasoline ratings are by ASTM Research Method and are minimum 
tanker terminal operators; for current sales and shipments; for the busi- ratings, except where letter M is used to indicate that octane rating is 
ness day or period stated; except Tank Wagon prices, prices are for by ASTM Motor Method. For further details of price conditions apply 


bulk lots such as tank car, truck transport, barge; prices applying to to any NPN-OILGRAM office or see back of any OJLGRAM Price 
barges or cargoes or truck transport lots only, so designated; FOB re- 
fineries or terminals; in cents per gal., except per bbl. where $ sign is 
shown; wax and petrolatums in cents per pound, ex all fees and taxes; 
for crude oil and its products lawfully produced and transported; re- 
ported as received by OJLGRAM and N ational Petroleum News but not 
guaranteed; for subscribers’ private use only and not for resale or 


Service invoice 


For complete price service delivered daily from nearest OJLGRAM 
publishing office, New York, Chicago and Houston, address Pilatt’s 
OILGRAM Price Service 330 W. 42nd St., New York 36, N. Y. Annual 
Subscription rate in U. : $150 per year, payable in advance. 





CARGOES & TANKERS 
at Texas City Refinery 


TRANSPORTS & TANKCARS 
at Terminals in the South 


ATLANTA, GA. 
1401 PEACHTREE STREET 


PITTSBURGH, PA. 
BENEDUM-TREES BUILDING 


TEXAS CITY, TEXAS 
REFINERY 
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— efined .O. deli Ont 
Natural Gasoline GULF COAST—Solvent BR: Lubes, OHIO—Quotations of S.O. Ohio for delivery Ohio 


From Mid-Continent grade crude. Prices FOB ship P18 
izes Teor iss 
district.) Rubber solvent 
FOB GROUP 3 18.75-19(4) 

Neutral Oile—Vis. at 100"; 95 v.i.5 0-18 pt 


(2)14.5-15(8) CENT. W. TEX. (Truck Trnspt. lots) 
(Quotations ) (2)15-15 . 75(8) Btoddard solvent 
(2)15 .6-16 .25(8) 


Lubricating Oils (4)17-17.6 KANSAS (For Kans. Dest'n. only) 
WESTERN PENNA. 

Prices are for sales made, or offers reliably re- (Vis. at 100° F. FOB S. Tex. refineries for do- 

ported, pounders only 


tbe ATLANTIC COAST 
to j & mestic and/or export shipment.) v.M.aP. Mineral 


£. TEXAS (Truck Trnspt. lots) 





Viscous Neutrals—No. 8 col. Vis. at 70° F. 200 PALE OILS: Naphthe Spirits 
Vis. (180 at 100°) 420-425 fi. Vis. New York Harbor. 18(4) 17(6) 

17.5(4) 16.5(5) 

12.2546) sai 16.614) 

Ps bb 6 oon we 18 6(4) 17.516) 

Providence. 19.5 17.5(6) 


How to Enjoy 


145-155 vis. at 210°, No. 8 col. 
10 p.t. 17 


16 
(6)14.5-15 


(2)10-11 

(2)11-12 

(2)12.5-13.5 
14(8) 


MIDCONTINENT LUBES 


FOB Tulsa basis, for domestic shipment only 
t Stocks, vis. at 210° Neutrals, vis. at 100°, 


| 
| 
| 
| 
| 


WESTERN PENNA. SALES RECORDS! 


(Bbis., carloads; tank car, 1 to 1.5¢ leas) 

I# you give your customers 
The finest in the land, 

The Oils of Highest Quality 
In bulk, in drums, or canned, 

At prices showing value 

to 875 No one can mistake, 
‘ ; You'll UP your SALES to RECORD highs 

And RECORD PROFITS make! 


Naphthas & Solvents Our pre-sold, finest-quality 100% 

Pure Pennsylvania lubricating oils are 

(FOB Group 8) tor priced most competitively. A sensible 

Stoddard solvent 12.375 (8) customer-supplier agreement protects 

ve or 4B oreiat you against sudden market fluctua- 

DOE Pro ccccccsccccces Minera! spirits 11.875(4) tions. 


Bright Stock—Solvent needy ays is 3s 8765 Storage facilities at convenient 


(2)14. 125-14 6265 distribution points, plus large refinery 
capacity, assure you of constant sup- 
: ply on quick notice . . . helps you 
WESTERN PENNA. keep inventory cost low. We ship in 
4 a+ oo Sh Gaps bulk, in drums, in cans, or fill your 
(3)16.75-17.25(2) containers, saving you time, freight, 
Cylinder Stocks oe labor and double-hendling costs. 

600 s.r., olive green... 15.5 Stoddard so!vent Enjoy a NEW high in SALES REC- 
ORDS by letting us know your re- 
quirements, at once. We'll get sam- 
pies and profit-packed details into 

your hands as quickly as possible! 


e MOTOR OILS e BRIGHT STOCKS 


@ NEUTRALS e CYLINDER OILS 
e WAXES 





Mfd. ' 174 Green Street 
Model LC for my by SCULLY SIGNAL COMPANY  Meirose 76, Ma : 
[customer tanks J Canadian Licensee: EMPIRE BRASS MFG. CO, LTD, Toronto, Ontario “* |Ltank installations 








Marketer of Petroleum Products REFINING COMPANY 
NEW ENGLAND PETROLEUM CORPORATION | Charleston 24, W. Va. 


Refiners of Highest Quality Pennsylvania Grade 
New York Boston Petroleum P.G.C.0.A. Permit No. 25 


FOUNDED 1913 
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PRICES in effect June 28 at Refineries and Terminals—Cont. 


LPG Prices 


(Of refiners, FOB refiners, in cents per gal. 
tank cars or transport trucks) 


Commercial 
District Propane 
N. Y. Harbor ‘ 8 
Philadelphia 7.75(3) 
Gulf Coast. . 


Wax 


WESTERN PENNA. (T.C. in Bulk) 
White Crude Scale: 


124-126 A.m.p.. (2)5 .25-5 .65 


SEABOARD 


Melting points are AMP, 3° higher than 
EMP. Prices are for carload lots. Domestic 
prices are FOB refinery; scale in bags or bbls; 
fully refined slabs loose. Export prices are 
FAS scale in bags or bbls., fully refined in 
bags or cartons. 


Crude Seale: 


N. ¥. Domestic N.Y. Export 
124-126 white. 


7.10(2) 6 .5-6 .6(3) 


Fully Refined: 
95-8 .45 8-8 .25 
8 .45(3) (2)8-8 .45 
45(3) (2)8-8 .45 
soey (2)8-8 .45 
55(3) (2)8-8 .55 
05-8 .55(2) 8 .25-8 .55(2) 
, 8.55(3) 8 . 25-8 .55(2) 
. (298.55 8. 25-8 .55(2) 
10.55 


Chicago District Prices 


Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries, 
pipe line terminals and inland waterway barge 
terminals. 


Motor Gasoline 
92 Oct. Prem 
84 Oct. Reg. 


12.75-14.85 
11.75-13 .35 


Light Fuel Oils 
Runge oil 
No. 2 fuel 


10 .625-11.35 
9. 625-10 .35 


Heavy Fuel Oils 
No. 5, low sulfur 
No. 5, high sulfur 
No. 6, low sulfur 
No. 6, high sulfur 


Mexican Bunker Prices 


U. S. DOLLARS PER BBL. OF 159 LITERS 


Bunker C Diesel 
(Ships Bunkers ) 
Mexican Gulf 
Tampico... as $1.95 $3.75 
Veracruz... . 1.95 _ 
Minatitlan. . 1.95 3.75 


Pacific Coast 
Guaymas.... $2.60 $5.65 
Manzanillo. ... 2.60 4.75 
Salina Cruz... 2.60 4.75 


Pacific Coast 


(In Ships’ Rogier Cc 
Bunkers, or uel 
Deep Tank Lots) (P. s 400) 
San Pedro, Calif... $1.80(5) 
San Francisco... . 1.85(4) 
Portland, Ore. 2.10(4) 
Seattle, Wash. 2.10(4) 


$4.20(5) 
4.41(4) 
4.62(4) 
4.62(4) 


116 


Atlantic & Gulf Coasts 


Prices are of refiners, FOB their refineries & tanker terminals and of tanker terminal operators 
FOB their terminals. Ships’ bunkers prices are exclusive of lighterage. 


92 Oct. 86 Oct. 83 Oct. 
Prem. Reg. Reg. 
Gasoline G i G hi 
16.8 13 .45-14.3 
15.4 12-14.2 
16 .6-17.1(4) 14.6(6) 
15 .4-16.1 (2)12.7-14.1 12.5 


Kerosine 

No. | Fuel No. 2 Fuel 
x(3)9.95-10.2(18) x(3)8.95-9.2(16) 
x(3)9.7-9.95(15) —- 7-8 .95(16) 

10.4(10) 4(11 

10 .35(10) x9. 4 35 (10) 

i 12.75-12.8 10.1(7) 9.1(4) 

Baton ae. <A 11.8 
Boston........ 15.7-17 1 P 13.5 
Charleston... .. 13 .6-15 .25(2) . 
Corpus Christi. 13 .5(2) = Faas pees 
Houston 10.125-10.25 

do barges x9 
Seduenvilie.. ot a7) i eat) 

jami..... . ; 
Mobile. .. (2)14.6-15.4 cts ie) i 1) 9.92) 
New Waves ... (2)16.8 x9. 95-10. 2(8) x8 95-9 .2(10 
New Orleans. 14.4 12.4 10.1(4) 9.1(3) 

do barges... x9 .125 x8. 125-8 . 85 

10.3(7) 9.3(6) 
11.1(2) 9. 94) 

~x(7j10.1-10.35(3) x(7)9.1-9. 8514) 
o barges... me «9 on 10.1(3) x(4)8.85-9.1(3) 
Pt. Everglades.. (2)14.9-15.7 13.4(4) 
Portland.... 17.1(4) 14.6(4) ; x10 1 10 .35(8) 
Providence 17(4) 14.5(5) x10-10 .25(8) 
Savannah... (2)14.6-15.7 (2)18 .1-18.4(4) 
Tampa 14.2-15.6 12 .9-13 .3(5) 


Wilmington, 
N.C.... 12.4-13.85 12.07 


District 








10.1 
x10-10 .25(15) 
10.4(5) 


9.1 
x9- Hy gece) 
9.5(5) 





~ 18.25-14.25 
14.4-15.4 
14.9 





12.6-13.2 
et.) 
(B)i8.9-14.6 
13.8(2) 


13.8-15.6 

Pensacola . . FT 
Philadelphia. (2)16 .4-16.6 
0(3) 

x9 .1-9.35(8 
10.2 x9-9 .25(8 
11.8(7) 10(6) 
11.7(8) 10(4) 


10.4(7) 








18.4-15 .35(2) 9.5(6) 


Diesel Oil Light Diesel 
Shore Plants Ships’ Bunkers Heavy Diesel 
(50 et., 55 d.i.) (45 c et., 45 d.i.) Ships’ Bunkers 
x9 . 35-9 .6(7) $3 .89(4) $3 .64(4) 


Gas House No. 5 

Gas Oils No. 4 Fuel Fuel 

N. Y. Harbor 9.3 Cee 223-3 $2.73 
do barges. 5 staan (10)3 .13-3 .62 2.70 
Albany 9.8 o 
Baltimore. ... 9.45 3. 19) 2.76 
do barges. : 8.1 2.70 


9.75(5) 3.954) 3.70(2) 


Baton Rouge ay “ ok "2.42 
ead 2.39 


: 3.09(5) 9.65(6) 
Charleston... . : 9.62(2) 


3.74(2) 3.49 
3.91(3) 
__ 9.62) «8 892) _ 
Houston. 9(2) 3.70-3 .74(5) 
Jacksonville , 10(6) 4.20(6) 

, 10.2(2) Sao) 


3.49(5) 


New Haven 
New Orleans. . 
do barges. 

Norfolk. .... 

Pensacola. . as or, 
Philadelphia. 9. 45x 9(3) x(5)9.5-9.75(8) 3.95(4) 
Pt. Everglades. “4 10(3) 4.20(4) 
Portland.... 9.75(4) 
Providence 9.65 3.09(8) 9.65(4) 3.91 


Savannah. et 280 106) 4.2016 
Tampa 5 ac 10(6) 4.20(5 


Wilmington, 
N.C.. 


3.74(3) 3.49(2) 


3.93(3) 3.68(3 


3.70(4 


9.6(2) 3.89(3 


No. 6 Fuel 
No. 6 Fuel No Sulfur 
No Sulfur Guarantee Max. 1, % 
Guarantee Barges Sulfur 


nage ir 28(8) x(2)2.15-2.25(18) (2)$2.35-2.43 


2:25(6)_ 
98 
32(6) 
23(2) 
98 
98-2 .00 
21(6) 
18 


03 


.80(3) 
98(2) 
26(3) 


No. 6 Fuel 

Max. 1, % 
Sulfur 
Barges 

(2)$2.35-2.40 


Bunker C 
No. 6 Fuel 


Ships’ 
Bunkers 
x(2)$2.15-2.25(9) 


2.25(4) 


N. Y. Harbor. 
Albany 
Baltimore. . 


Baton Teese Se 
Boston . ; 
Charleston. 
Corpus Christi. 
Houston 
Jacksonville 


Mobile. . . 

New Haven 

New Orleans 
Norfolk 

Pensacola 
Philadelphia... . x(3) 
Pt. Everglades. 
Portland 
Providence 
Savannah 


sets) 2.43 ae 
29(5) 
20(3) 


prnwd) mew ewer sosneorsineee 
NNwOK hw HNN | wwe 
ne eo na| © ‘ 


30-2 .35 
12-2 .22(4 
15(3) 

29 

.26(3) 
20(5) 
13(5) 


D152 25(5) x(3)2.12-2.22(5 
18(2) 2.15(2) 
82(2) 2.29 

29 (5) 2.26(4) 
2.23(5) 
2.15(4) 


- 

oo | 
to09/ ro ro 89S) to noo] nono RO r+] noo) 
pote - 


x(3)2.20-2.30 x(2)2.17-2.27 


: 4) 2.44-2.54 2.41 


~ 2.20(4) 
2.13(4) 


Note—At Atlantic Coast points from Baltimore south and at Tampa, prices of some sellers for distillate 
fuels to bulk cial s at 0.15¢ higher than prices shown above. At points from Baltimore 


north, prices of some sellers are subject to “voluntary allowance” of 0.25¢ gal. on distillate fuels, 10¢ bbl. 
on No. 6/Bunker C. 
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Gulf Coast—Cargoes, Domestic & Export, All Ports 


Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to 
other selinem, expert agente, or tanker termina! operato rs. The figure in parentheses after each 
Sn bee eS eS eee 


Aviation Gasoline renin Kerosine & Light Fuels 


Grade saeaee ea oe 2 ‘tem 41-43 w.w. Kero . .x8.75(2)-9-9 . 25-9 .75(2) 
Grade 91 17 .26(2) x7 . 75(2)-8(2)-8 .25-8 . 75 (3) 


Jet Fuel (MIL-F-5624a) 
Grade JP-4 


Motor Gasoline 


95 Oct. Prem. . 12-12. 25- = 5-13-13 .25(2)-13 .75 
93 Oct. Prem.. > 5-11. 75-12-12 .5-13 
90 Oct. Prem -11(2)-11.25 
87 Oct. Rewalar’. x10-10.5(3)-11.75(2)-12 
84 Oct. Regular. x9. 75-10-10 .25 
83 Oct. Regular. . x9 . 75-10-10 .25 
79 Oct. x9 .5-9.75(2)-10 
70-72 Oct. M Leaded........ x9.5-9.75 


(2)9.25-9.75 Diesel & Gas Oils 


43-47 Diesel Index. . 
48-52 Diesel Index... . 
53-57 Diesel Index. . . 


eeu ee MT. 75-8(4)x 
xT. 875- 8.125(3)-8.5 
. x8. 125-8 .25(4)-8 .625x 


Heavy Fuel—Cargoes 
Tbe Ba OP Plow vce ddcescccconsed $2.60(2) 
$1.85(7)-1.90-1.95-2.00 


Aviation Gasoline Prices 


(Prices are for tank cars, barges or truck transport lots; aviation gasoli eet specificatio: 
MIL-F-5572, unless otherwise noted.) - ers ‘i 


Grade 100/130 Grade 91/96 Grade 80 


I 


I 





11.85 
11.75-12.05 
(2)11.75-11.9(2) 
(2)10 . 75-10 .9(2) 
7.6(3) 
6 .85(3) 


Venezuelan Crude Prices 


Prices are of Creole Petroleum oe. for sale and/or purchase of cargo-lot quantities FOB deep- 
water terminals at ports named, and are subject to crude 
2e per bbl. differential per 





by Creole not subject to contracts with 
Venezuelan government are made at prices atablished by schedule shown below less lc per bbl. 


Gravity API Price (Bbi.) Effective Date 


ow 
- 
. 


nono nonone co cenone none to 
Pepe ares eae 


Middle East Crude Prices 


(Prices are per bbl. of 42 U. S. gals., exclusive of local port or other governmental charges, sales 
taxes, ete., if any; FOB loading port indicated, for gravities shown; 2c per bbl. differential per 
degree of gravity applies for gravities below and above those shown.) 

Persian Gulf 

Company are Price Effective Date 
Esso E 
M. E. Crude Sales 
Soc.-Vac. Overseas Supply 
Esso Export 
Anglo-Iranian 
8 Petroleum 
Soc.-Vac. Overseas Supply 
- 


Sade Scenian 


Shell _- ~ 
Soc.-Vac. Overseas Supply 


sbitstt 





ae 
be 


E geelan 





gogoevenesrensneneesnenets 
RRSRRVSSSSASS 





editerranean 


Syria 
8 

Syxte 
Syria 


‘etroleum 
Soc.-Vac. Overseas Supply 


Far East Crude Prices 


Prices are in U. S. tome per EE. of OS, 2. Oe oe el ot or er government charges, 
for crude within gravity range stated, loaded in full cargo lots, FOB A \ndicated. 

Crade Company Gravity API Price FOB Effective Dare 
Seria Light Sarawak Oilfields Ltd. 37-88 $2.60 Latong, Svrawak 4- 1-64 
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Paragon 


30 £. 40 St., N.Y.C. EV 8-4100 





Solvents 


) UNIFORM HIGH QUALITY 
) DEPENDABLE SUPPLY 
von apey OlL CORPORATION 


6 2-4 
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PRICES in effect June 28—Tank Wagon 


Prices for gasoline do nut include taxes; they do, however, include 
inspection fees as shown in next column. Gasoline taxes, shown in separate 
column, include 2¢ federal and state taxes; also city and county taxes 
es also do not include 


as indicated in footnotes. Kerosine tank wagon 
taxes; kerosine taxes where levied are indicate 


if any, are shown in footnotes. These prices ty ". ect June 28, 1954 
as posted by principal marketing compantes at their headquarters’ offices, 


but subject to later correction. 


Atlantic 

Atlantic Gasoline Kero. & 
Refining (RegularGrade) No.1 No.2 
Cons. Dir Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
15.8 8 x14.3 x18.1 
«14.85 45 
.45 


i 
oe 


a 





PA AAN & & SAAH@: 
 DrodaAwraanNNneeS 20 a Bonmeeaown 
— BrwaAwaanworS Ae & BOBWRR OEE 

MR RAH eM OIWIOIO Ae 3 hee Roe: 


15.7 
15.4 


Mineral nl Sprite vV.M. ar. 
Philadelphia, Pa. - 19.5 
Pittsburgh 0 23.0 


Heavy Fuel Oile—T.W. 
No. 5 No. 6 
Philadelphia, Pa. > "12 
Notes: 
Premium-grade gasoline t.w. petess x 5c above 
= except Georgia and Florida 
rosine—Thru Pa. & Del., add Peay per gal. 
for t.w. deliveries of less than 100 gals. at one 
time. Camden—Add le for deliveries of 100-299 
gals., 2c for less than 100 gals. 
Mineral Spirits prices an: apply to Stoddard 
Solvent. 
Effective dates: AJune 16, §June 17, tJune 
18, @June 21, +June 22, xJune 23, B§June 26. 


Cont’l (N. B. Prices are Continental's 
tank-wagon prices. Current selling 
Oil prices may vary from those shown 
because of local conditions.) 
Conoco Demand 
N-tane (3rd Gaso- Kero- 
(regular)Grade) line sine 
Wagon Taxes T.W. 
8 


CO © MP GB AAAAMQMAAADAIAARD A® BI AIVIAIII8484 
co o © & SeseeoesoooeoeSs oo S&S SoSCSeSoCOSSO 


Denver, Col... .. 
Grand June. 


2 
§ 
7 
9 


Butte 

Great Falls 
Helena. 

Salt Lake, U..... 
Twin Falls, Ida... 
Albuquer., N. M. 
Roswell... .. : 
Santa Fe... : 
Muskogee, Okla. . 
Oklahoma City. . 
Tulsa 


COOCROMRAARONSCOIANWH 
00 00 G0 %© 00 G0 G0 ~3 00 G0 GO G0 G0 GO G0 90 Ge 


AAMOMMOSOOCOSOSOOSOSSS 
cn WII ON9O WW WOWMOR 


Gasoline tax column includes these city tax- 
es: Albuquerque & Roswell, 0.5¢c; Santa Fe, lc; 
Cheyenne, 1c; Casper, le 
Discounts: 

Salt Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
200 gals.; 200-399 gals., deduct 0.5c; 400 gals. 
and over, deduct le. 

Notes: 


T. W. prices are to consumers and dealers. 
Premium-grade gasoline t.w. prices 2.3c 
above regular. 


118 


‘ootnotes. Discounts, 1/20c; N. C, 


° 
Zz 


Stendard of aX HE M4 
California 4; 2 


te 
3 


F 
= 


oo 





bo 
WOMOAMAMDARMDMAH 
SESPENSERRsss 
Goo ~3O 00 CO OD 
HS HAHHHSHSAASOHS 
conmoomanmonoo 


Ld 


Standard 

Diesel Standard Stove 
Kerosene Fuel Furnace Oil 
T.T. T.T. OUT.T. T.T. 
(400 gale. over) (ex all taxes) 
16.1 ‘ A 14.2 
15.6 5 i 13.7 
17.3 4 ‘ 15.0 
18.8 . . 17.6 
18.6 ves anna 


~ 
@ 
= 


warmoae ar 





SBIaeeSe 


lies «i - ae a only ; 
It Lake—7c gas tax = applies Fa motor fuel 
ong: avgas taxes are 
onolulu—8.5¢ gas > 


are ex Hawaiian gross income tax of 1 
resellers, 2.5% to consumers. 


Notes: 


Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 
0.5¢ for 200-899 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where = differential oo 
to 40-399 gal. delivery; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5. hy for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron pe 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
2.2c gal. higher, except at Boise, and Salt 

e, which are 2.0¢ gal. higher—than Chev- 
ron (Regular) for quantity delivered. For less 
than 40 gal. deliveries, add 56.0c gal. to 400- 
gals.-and-over price, except at Honolulu, add 
5.0c gal. for less than 40 gals. (Marine) and 
less than 100 gals. Shoreside). Add to Chev- 
ron Aviation 80/87 quantity delivered prices, 
2.0e for 91/98, 5.0e for 100/130 and 8.0¢ for 
115/145. 

Kerosine—T.T. prices, except at = Lake 
City, apply to deliveries of 400 gals. over. 
For o., deliveries: less than 40 Es add 
8c; 99 gals., add ic; be gals., add 4c; 
tank nae Ae trailer ; deduct 1 Salt Lake 
City ted tank truck price is “for minimum 
40 . deliveries. 

Standard Diesel/Furnace Oi] & Standard 
Stove Oil—T.T. prices are for deliveries of 400 

or more. For other deliveries: 40-199 
gals., add ic; — gals., add 0.5c; less 
than 40 gals., add 5 

*Standard No. 2 Sesner Oil. 


Humble 
Humble Gasoline Gaso- Kerosine 
oil Regular ine Tank Re- 
T.W. Retail Taxes Wagon tail 
Dallas, Tex... k 20.1 60 18.8 17.6 
Ft. Worth.... . 20.1 6.0 18.3 17.5 
Houston 147 20.0 6.0 18.8 17.6 
San Antorio.. 203 6.0 13.3 17.6 


Notes: 


T.W. prices are to all classes of dealers and 
consumers. 
Premium-grade gasoline t.w. prices 2c above 


Inspection fees per 
unless otherwise specified 
Kane 1/1000 ao Minn. 5/200c 

ans mi c; Minn. ; 
N. D. 1/20c; Okla. 2/25¢; 5S. C. 1/8e; S. D. 1/40c; 
Tenn. 2/5¢; and Wisc, 3/100c. 5 

Kerosine inspection fees only: Ala. 1/2c; Iowa 1/50c; Mich. 1/5c. 


., included in both gasoline and kerosine prices 
are as follows: 

Ark. ahr Fla. 1 1/8c; Ill. 3/100c; Ind. 2/25c; 
Mo. 1/25e; Neb. 2/100; Nev. 


Esso Gasoline 
yam a Grade) 
Kero- 


Cons. ee sine 
T.W. T.W. Taxes T.W. 


Atlantic City, N. J.. 15.2 
Newark 1 


.- 16 
16. 
- 16. 
16 


Esso 
Standard 


n 
Oo 





tt et et 
AAAnn 


ee et ttt et et et et et et et et et bt pt bt et 
AAPA AR RADMRARDHAAADAA Oe 
AM HWAIODOH IA HRAMNGCOHHRNOMNIAPOHOONAMH po 
1 HOH @BMOowoorm— ae: um: - 


woe-nowron: : 


ry.) 

at 

@ 
mocococococoocooscoeoooooooSooSoooSOSoOSoO 


; 16:2 


Naphthas T.W. & ex? Bbls. 
Min. Spirits — 


25.8 


3,600 gals. & 


FUEL OILS—T.W, 
No.1 Ne.2 No.4 No. 6 
Atlantic City, N. J. 13.8 — wash 
18.7 $3.684 $2 836 
$8.73 2.85 
4.05 2.89 


DO 60 ~3 OF W + GOO 001 Or BO GOD =300 


Taxes: Louisiana bivesine prices do ‘not includ 
le state tax. 

Notes: Kerosine No. 1—Atlantic City prices ar 
for deliveries of 300 gals. or more; add le fo: 
100-299 gals. 2c for less than 100 gals. 

No. 6—Washington price is for min. deliver) 
of 1,050 gals.; for min. delivery of 2,500 gals 
price is $2.83 per bbl. 

Premium-grade gasoline t.w. 
above regular. 


prices 2.5 


Imperial (Prices are per imperial al. 
- ive at price per S gal 


Oil subtract 1/6th.) 
(Esso Gasoline 
Regular Grade) Kero- 
Dealer Gasoline sine 
T.W. 
25. 
24 


24 
26 
25 


St. John’s Nfid.... 
Halifax, N. S. 

St. Johns, N. 
Charlottetown, P. E. I. 
Montreal, Que 
Toronto, Ont. 
Hamilton, Ont 
Winnipeg. Man 


24 
27 


24. 
Edmonton, Alta. 22 
Vancouver, B 24 
Taxes: Gasoline taxes are provincial taxes. 
Notes: Premium-grade gasoline t.w. prices 2.5c 
above regular. 
*Price is for Premium-grade. 


me, Gaek.......... 
a Sask..... 


pawoanaonann-r-r-20 4 
cooccocoooooes 
io tom bo aor toto tobD 
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PRICES in effect June 28-Tank Wagon—Cont. 


Socony Vacuum 


conten os Grade a | Beuwer G ade) 
Gasoline 80 91 100 Dir. : Dir. Mobil F erosine 


Taxes T.W. T.W. T.W. To" T.c, tw T.W. T.C. Yard 
a BS vet City: 


tal 
=“ 


WK SAADAAROAM. 
- 


DOH OCHBDSROARH— AWM HOANWAARMAAAAH 
‘2S 


09-3 -9-9-9-2-2DDHAAMAAAMAAMAAAAAMAAGH 
coooocoesoooooosooSoSoSoSoSoSCSSSOSOSO 


Providence 
19.5 


21.6 


Mobilfuel Diesel—All points, tank wagon less 0.5¢ for deliveries of 800 gals. or 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon fees 0.5¢ for deliveries of 800 gal. or more. 
Notes: Jamestown T. C. prices are delivered prices, al) other T.C. prices sre FOB bulk terminals. 
Effective dates: xJune 28, BJune 2 26. * Subject to 0.25¢ temporary discount. 


Oh Sohio X-Tane Gasoline 
lo Standard Aviation Gas.-Cons. T.W. (Regular Grade) Naphtha & Solvente—Cons. T.W. 
Schio Sehic Sehio Con-  Re- SR. D.C. V.M.AaP. Soh 
Avia. Sole Naph- ‘noes Varno- 
00 T. the tha lene vent 


it 
eF 


eeverererees 
— 
coscoooooooooso 


Toungusun SeeRkbAe> odns ee 

ENS «+ gveabecceces e 

Taxes: Hangar operators can purchase aviation gasoline less 4c per gal. 
A-10 to supplier. 

Discounts: Sohio Aviation—on contract to hangar liers, 2c off tw. 

Notes: Kerosine, Nos. 1 and 2 Fuels—Prices are for 100 gals. py -e. 50 to 99 gals. add lc per gal., 1-49 gals. add 2c per gal. 
ee 3 Solvents—T.W. and drum prices are for liveries of 5600 gals. or more. For other deliveries: 150-499 gals. add 2c; less than 16¢ 
& ~~ 

n-ne gasoline t.w. prices 2c above regular; third-grade prices same as regular unless otherwise noted; s.s. prices are at company operated 
ns. 


*Subject to 0.5c “temporary Allowance”. xEffective June 19. 


Indiana Standard 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 
of Indiana bulk plants where the company’s prices are publicly pested. 
Red Crown St Furnace Oi]———. 
(Reg. Grade) Gaso- Kero- 100 100-100-175 350-850 Kentucky 
Cons. Dir. line 1-99 gals. 175 349 849 gals. gals. Standard 
-W. Taxes WwW. gals. over gals. gals. gals. & over & over 


’aaAaaananasa ase 
HON NNN NON Norte 
ONAN NON NOONE 
RHONA MM Noe 
SESEEEEEEEEE 

eooocoeoeoososo 

SSSSEEEEESEEE 
ecocoeoooososo 
SENAREERESEEE 
coocoocooocoooeco 
SESEREEEREEE 


23. 

23. 
® 23. 
0 28 
0 23. 
0 23. 
0 23. 
0 23 
0 23. 
0 23. 
0 23. 
0 28. 
.0 23. 


S 
a 
s 
= 
7 
i 
g 
& 
bd 
R 











Chicago, II! 
Detroit, Mich... 


Covington, Ky... . 
Lexin betéas 
Omaha, Nebr.. 


argo, N. D... 
Huron, S. D.... ’ 
Milwaukee, Wisc... .. 





0 & ~2" m& bom Oo to © oo 
MAAIBDARIAMM-~2 
ocsocoooons 


—— 
Soveveeee2e2co-eevves 


Fuel Oilse—T. We oe thicago, rm. Fire-Chief Gasoline 
Denier” Grade) Kerosine 
ie Oi cme ou Gasoline Dealer 
16.3 15.3 Taxes 
6.0 








ea2a2avesnacaa-enorw a 


Cee ee nrwarnnacoacne- 
esecceoooeoosoooso 


14.3 
18.8 


Gasoline tax column includes these city # 
county taxes: Mobile, 3c city; Birmingham, le 
county; Montgomery, lc city & lc county 
Pensacola, le city. Other taxes not included fr 
prices: Georgia, kerosine, 1¢; Montgomery 
kerosine, 1c; Mississippi, kerosine 0.5c¢. 


Stanolex Stanolex 
Fuel A Fuel C 
8.0 
7.26 


Taxes: St. Louis, Mo., gasoline tax includes le 
city tax. Des Moines, Ia., kerosine and furnace Notes: Dealer t.w. prices apply also to all 
oil prices do not include 6¢ state tax. State classes of consumers with minimum delivery Notes: 
sales, occupation, consumer & use taxes to be of 50 gals. Premium-grade gasoline t.w. prices 2c abov 
added where applicable. Premium-grade gasoline t.w. prices 2c above regular. 

*“Temporary” price. regular. Cons. t.w. prices same as net dealer prices 


pons einienen é p> 
AMAAARMAAAH 
ecooscososooo 

20 20 00 00 20 co 0 20 co eo coee 
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CRUDE OIL PRICES—in $ per bbi. of 42 U. S. gals. at the well, except Canadian prices as noted. 
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Prices in fields east of California were ef- 
fective as of 7 a.m., June 15, 1953, except as 
by states at 


RAVITY aus 
NSAS Sweet 
*ISchedule A: yk Fuel, Esso, Gulf, Mag- 
no 


ARKANSAS—Sour & Other Crudes 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 
Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


Kansas—All fields 

Schedule A: Carter, Cities Service, Con- 
tinental, Gulf, Phillips, Pure, Shell, Sinclair, 
Stanol ind, Texaco. 


LOUISIAN A—Central 

Catahoula Lake & Other Fields: 
Schedule N: Esso 

= & Other 


Fields : 
0: Esso, Gulf, Stanolind. 
Olla & Other ids : 


Fiel 
Schedule P: Ark. Fuel, Esso. 


LOUISIAN A—Coastal 
Edgerly & Other Fields: 
Schedule F: Gulf. 


Other Fields: 
(24-29 gravity): Cities Service, 


LOUISIAN A—East 
Delhi & Other Fields 

Schedule N: Enon Stanolind, Sun. 
Fairview & Other Fields: 

Schedule O: Esso. 


pe oy 


Sch Easo, Gulf, Mag- 
nolia, Stanolind. 


LOUISIANA—South 
Schedule P 


t Cities Continental, 
Gulf, 
Texaco. 


Magnolia, Pure, Stanolind, = 


MISSISSIPPI—Eucutta & Other Fields 
Schedule Q: Esso, Gulf. 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPP1—Overton & Other Fields 
Schedule N: Esso. 


MONTANA—-Sweet C 


rude 
Schedule A: Carter, Phillips, Ohio Oil, Stano- 
lind, Texaco. 


MONTANA—Sour Crude 


ie R: Carter, Continental, Ohio Oil, 
Stanolind. 


NEBRASKA—AIll fields 
Schedule A: Pure, Sinclair. 


NEW MEXICO—Intermediate Crude 
Schedule D: Atlantic, Cities Service, Con- 

tinental, Gulf, Humble, a Phillips, 

Pure, Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic, Cities Service, Con- 
tinental, Gulf, Humble, Magnolia, Shell, Sin- 
clair, Stanol ind, Texaco. 


OKLAHOMA—AIl fields 

Schedule A: Carter, Cities Service, 
tinental, Gulf, Magnolia, Phillips, Pure, Shall, 
Sinclair, Stanolind, Texaco. 


TEXAS—-East Texas Field 

$2.90 Flat Price: Ark. Fuel AGentis. Cities 
Service, Gulf, Humble, Magnolia, O hio Oil, Pan 
American, Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair. 


TEXAS—Gulf Coast 
Aldine & Other Fields: 
. ~ ee P: Pan American, Phillips, Stano- 
nd 
Anahuac & Other Fields 
Schedule F: Cities Servies, Gulf, a 
Macnolia, Pan American, Phillips, Pure, Re- 
public, Shell, Sinclair, Sun, Texaco. 
Arcola & Other Fields: 
Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 
Goose Creek & Other Low id Test Fields: 
Schedule E (24-30 arevteet Humble, Pan 
American, Stanolind, Sun, Texaco. 
Hastings & Other 
Schedule E (20-40 Gravity): Atlantic, Gulf, 
Humble, Pan American, Stanolind. 


TEXAS—North, North Central 
Schedule A: Continental, Gulf, Magnolia, 
Sinclair, Stanolind, Texaco. 


TEX AS—Northeast 

(Asphalt Crudes) 

Cayuga & Other Fields: 
Schedule 4 

Taico & elds : 
Schedule Lt Humble, Texaco. 


TEX AS—Panhandle 
Schedule A: Gulf, Humble, Magnolia, Phil- 
lips, Texaco. 


TEX AS—Southwest 
Bianconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 


Kelsey & Other Fields: 
Schedule H: Humble, Sun. 
Mirando & Other Crudes: 
—_— G (24-29 Ceara) : Humble, Mag- 
ug 
Schedule G (20-40 Gravity): A tlantic, Cities 
—. Humble, Phillips, Republic, Sinclair, 
un 


TEXAS—West 
Schedule A: 
Texaco. 


TEXAS—West Texas Sweet 

Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinelair, Stanolind, Texaco. 


WYOMING—Sweet Crude 
Schedule | A: ae. Continental, Ohio Oil, 
it: | 


Pure, ° 


WYOMING—Sour Crude 
Schedule R: Carter, Continental, Ohio Oil, 
Pure, et lei ¥ Gta lin A 


Centra) 
Humble, Magnolia, Stanolind, 








FLAT PRICES 
(Listings also include some fields on gravity 


schedules) 
ARKANSAS 
Limestone Condensate (Esso) 
Sandstone Cond 


ILLINO 
Eastern Tilinots (Ohio Oil) le below. Schedule J 
Illinois Basin (Ashland, Cities 

Continental, Gulf, Magnolia, 


INDIANA 
Indiana Basin (Ashland, Pure) ..... 
Western Indiana (Ohio Oil) 1c below. Scheacles J 


KENTUCKY 

Butler Co. Area i epempppeete 
Owensboro Area (Ashland) 

Ragland Grade (Ashla 

Somerset Grade ( 


Lecamens 
Pigeon eet) 
= (Continental) ... 
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me “140° heat never 
| bothers this baby! 
U.S. Royal Curb Pump 
Hose can take 
desert heat 
without cracking.” 





In the California desert, where temperatures 
often hit 140°, even the lizards crack up. 
But never U.S. Royal Gasoline Hose. 
Under the broiling sun’s rays this hose, with 
its Neoprene covering, remains good as 
new. And it never cracks or stiffens up in 
the severe cold. 


Pump operators prefer this new curb pump 
hose to all others. It’s completely flexible 
and stays that way. Circular wire-woven, it 
can’t collapse, and the wire forms a static- 
eliminating contact between couplings. 
Approved by Underwriters’ Laboratories 
and equipped with the U.S. Giant® 
Compression Spring Coupling that gives 
longer hours of trouble-free service because 
of its special construction features. 


rhe up-to-date service station supply 
distributor has it— ask for it by name — 
U.S. Royal Curb Pump Hose. 


PRODUCTS OF 


“U.S.” Research perfects it 
“U.S.” Production builds it 


U.S. Industry depends on it 
U. S. ROYAL CURB PUMP HOSE isthe most flexible on the market 


UNITED STATES RUBBER COMPANY 


MECHANICAL GOODS DIVISION «+ ROCKEFELLER CENTER, NEW YORK 20, N. Y. 
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Bivens ed 

Creole (Pur 

Ha; ccentibeteasiinias Lime 

mdensate (Ark. Fuel, Gulf) 

Crude (Ark. Fuel, Gulf) hau 

Neale (Atlantic) y 

North Louisiana a 
Cotton Valley (Esso) . 
Gloyd (Esso) . 

South Louisi 

Sweet Lake (Pare) 

Urania (Ark. Fuel) 

Ville Platte (Continental) 





MICHIGAN 
(Only lowest and highest postings of 
company are shown w ; other postings 
be obtained on request to NPN.) 
Bay Pipe Line (6-1-54): 
Adams Heavy & other fields 
Sanford & other fields 
Leonard Pipe Line (61-54): 
Clare City 
Fork & ches "fields 
Pure: 
Adams & Deep River (6-1-54) 
Coldwater & other fields . 
Simrall (5-29-54): 
Grant .. 
Barryton- Sun Densiow 


MISSISSIPPI 

Baxterville: 
Condensate (Gulf) 
Crude (Gulf) 4 

Central Miss. Condensate: 
Fayette (Esso) ; 
Gwinville (Esso) 


Pickens crude (Carter) Schedule 


D 


MONTANA 


Cleveland & other fields (S.O. ne. + 2.70 
7 pe (Seep, 6-16-58) ......... ees 2.72 
(8.0. Ohio) 


PENNSYLVANIA—Penn. Grade 
an any, N. Y. (Sinclair, 5-20-54) .. 
ford, _ (Tide —— + aaa cates 
Bradford (Seep, 0-54) a 
Eureka, we Va. ‘en. 20-54) 
Middle Penn. ( 5-20-54) 
Southwest Penn. ( 5-20.54) 
Zanesville, Ohio (Ashland, $20.54) 


po fo 90 $0.99 90 3 
S2Sassq 


— ng 


Allee (Repebiie 
Benedum Gondeniis p shel 
Cayuga Condensate (P. 


Ch Hill: 
Cae 


jan) 
Conroe ( Humble. Sun, Texaco) 
age 6 Creek (Hembie, eaagaatin, 
Pearsall (Humble) 5 


be below. 
uitman-Paluxy (Pan American) 2.75 
‘omball (Humble, Magnolia, stanolind) res 








WYOMING 


Riverton Dome ( 
Wertz (Sinclair) .... 
CANADIAN FIELDS 
Postings of Imperial Oil Ltd. Prices 
Saned nadian dollars per bbl. of 35 Imp. 
effective July 21, 1958, except as 
Stony Plain D-' 





Tarner oe ne Crude: Prices. ta prod: 


in with 383-33.9 gravity 
$3086 with 2c differential 
gravity to 64 & over at $3.705. 





8S. O. California prices effective Feb. 16, 1953. 


SCHEDULE 1 2 3 + 
Gravity 


+ BDRM NNMNNRK Kee ee 
od 


$1. 
1. 
1. 
1. 


: SBRRIS 


: SRBSkrssgeaas 


SCHEDULE 
Gravity 


: SERSRSSSRSLLSSASER: 


-” 
0 69 60 09 60 60 62 00 co 99 89 89 no 8D ROND RO ROSS ceteris: 


wn 


+ CON KPOHO NOHO PONS HNo PON MOTO Ne - 


: Besezasegassescasss: : 


steepessseeRassaasessngse: ::: : 
SESBBBSSSSSkssVSeee: 2:22:55: 


sasocodsiiainibaidiiieseansiattendtentinaesel otee 


fl ol eclanlanlentanlantan 
: SSFSRSSS 


nw 
DODD wer pee ee 


BRSSei iS: : 


 emgoeoeeconononanononof 
: BENSSRSRAISES 


CALIFORNIA 


6 7 8 


+ BORODODO DO TON HH eee. - 
wn 


* © S2tOreroterornme-.- - 
“ 


-74 
81 
88 
96 
02 
09 
-15 
-23 
80 
88 
46 
54 
62 
70 
78 


: Sepnseceseaa: : 
>: S8ee8sresse: : 


1 
1 
1 
1 
2 
2 
2 
2 
2. 
2. 
2. 
2 
2. 
2. 
2. 


: 


+ BOC HH HOM Horononsnonononmoreronor. - 
7 


+ GODODOPOHO HSM pono nononorompononer. - 
” 


+ BOPOHM PONONoONoOLONoOPOROROTO.- - 


>: BASRASESVESSSE: : 
wn 


“a 
Go 09 09 CO 69 GO GO CO CO CO CO CONODS NONI CORI HOMO PONS NO ROOTOR- - 


= DOPOD PONS NO HSNO TODO PON. - 


1 SRSSESRESSSSE: : 





> SSSLELRSLSTSSS8: : 


: S8eauazeseeesrssse: : 
; pevononononononone8S: © 2s: >: 
: $8Reeessee: :: : 


> BReesrsereeessases: : 


Bseeeeeuessssessensseesres: : 
i pereeeeeseaas: ::::5::::: 


Schedule 


Elk Hills (Stevens Zone) n 
El Segundo 


dison 
Elk Hills (Shallow). ... 


J22 


: BBbases: ::: 


All gravities above those quoted take highest price offered for the field specified. 


a: « 
oe. . 


Beg: 22: : 
oe se 


Melebeteped 
1: 28833 


: SeeSSeesa2 
2 Go co oo 0 69 9 co NO NO RO NO ROTO RO HS 


SBRESESRRASSITSS 
5 1 eeomereononone’s. - 
: BeBEssess 


sencocmcscocoeel: 2s: : 
SRSRSRESSSS: : 2 :: 

> SBRRSCKSRSE: : : 

toes 

o33 


& 
5 
$ 


RMN DH eRe ee 
aA 


= O08 6S CO Co 0 19 FO 00 £0 FO FO PO £0 BN 10 £0 PO DO NO 
aA 


09 00 CO 68 60 CO 09 8 CO NO FO ND NO BO NO NO OO BO ND NO NO BD DO NO BO 
a 


2 CO C2 CO CO OO CO CO GO CO CO ND NO ND ND ND NO NO ND NS FO NO FO BO Re 
od 


 Seengonononononorononononononon =; 
>: BESSS2RSSSSSRSESE: : 


ver 


~ oa 


Sasragesssasers © 


- 
|) 


Ee APE Te See t- 


: beSekassssasseasszes & 
ts ks a 


+ @cotener: 
: Ber eseseaseeenseensseses & 


; eemoegnnononsnononononononone®: © ss: 


>: Begeeesastetsese: i iiii:: 
RESSVSRBnseSSRszeseceerasssas 


SSReResrsssssa 
eupepees: Sf liiiiisiiisiisiit: 


Schedule 
Signal Hill (Long Beach) » 
Hills 


*£fective June 1. 
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ADVERTISERS INDEX 


This index is published as a convenience to the CLASSIFIED 


readers. Every care is taken to make it accurate, 
but NATIONAL. PETROLEUM NEWS as- UNRNPLATED RATE DISPLAYED RATE 
sumes no responsibility for errors or omissions. 1.50 @ line. Minimum 3 lines. Box numbers The advertising rate is de SP ee inch for all 


Aro Equipment Corp. ‘ troct ‘act cones Sol on request. 
Ashland Oil & Refining Co. . .3rd Cover 
Avondale Marine Ways, Inc. Sieaseee —_p =F 4 
Benjamin Electric Mfg. Co. . —to @ page. 


Bennett Industries EMENT. Advertising 
Betts Machine Co. NATIONAL PaTROLtone News, 530 We'dhed SoM ae Ney’ 
Big Four Industries, Inc. SECTION CLOSES each Wednesday, ome week preceding date of issue. 
Birmingham Tank Co. 
Weeee, Bei)... .....-.-. 


Semple Relining Co. .......... REPLIES (Bos No.): Address to ofice nearest you = Business Opportunities $= 
(36 


























Cities Service Oil Co. NEW YORK: 330 W. 42nd S: 
CHICAGO: 520 N. Michigan Ave. (11) Wanted to buy: Established gasoline dutibe- 

SAN FRANCISCO: 68 Post St. (4) tore or commission a in Ohio, Penna., 
A . 4 Maryland or Southern New York State BO 3170, 
Conservation Equipment Corp. ...  : National Petroleum News. 


—_ Co. Active Turai Distr , selling annually in 
rescent Co., Inc. AH FP RRR MMI MRMLIHIINI) = excess of 144 i one lions of light products,— 
Crouse-Hinds Co. — - , (gasoline, esol oil.) Own Bulk Plant. Nine 
D & M Products. Inc acres on railroad siding, in Allegheny County, 
ucts, inc. SESE = Penna. Full equipment. Contact William Leonard 
Davidson Enamel Products. Inc. .. pier, “ Cemeettweed Avenue, McKees Rocks, 
: ; Credit Manager for marketing division oil ex- Pa. Federal 1-7226 
Deep Rock Oil Corp. perience necessary. Must be familiar with Texas a 7 
DuPont de Nemours & Co., ad and Gulf Coast area. Write qualifications and full To purchase jobber business, anata “major 
E. L ‘ articulars to Ada Oil Company, P.O. Box 9296, franchise with some controlled business in central 
eee coevrcees iouston, Tex. Attention C. G. Sones. United States. Reply Box 466 or telephone 1563 
Elco Lubricant ‘Corp. J Hannibal, Missouri. 
Elk Refining Co. Wanted—Sales Manag well established , — 
Erie Enameling Co. retail. market in Southern Conn. Please write 
stating guemnenneep and experience. P 3168, Na- 


Ever-tite Coupling Co. ...... as 1 Pet , an 

Firestone Tire & Rubber Co. ) er alla es predgiae 
Gilbert & Barker Mfg. Co. .... ..70-71 —_—————— Pesitien Wanted — TRAILER TANK 
Globe Union, Inc. .......... 4th Cover 


Petroleum Terminal Ma would like to lo- i i i j 
Gorman-Rupp Co. cate in the North, West or Pacife North West. 1,500 gallon Heil Aluminum equipped with 


Graver Tank & Mfg. Co. B.S. Degree in Mechanical Engineering, ten years air brakes, Gorman Rupp 2” pump, Brodie 


experience as heating sales engineer specializing ‘ , P " 
Gray Company - in domestic and commercial oil fired heating Meter with ticket printer, electric hose reel, 


Guardian Light Co. plants of all sizes. 4 four years spent in > 100’ 1%” hose and nozzle, good condition 

sign, construction an operation ° arge petro m o ‘ = » 
Hartol Petroleum Corp. eum terminal. With exception of war years have except paint. Will sell either with or with- 
Ingram-Richardson Mfg. Co. 3 been with present employer since 1940. Can pro- t I and t 
Jetomatic, Inc. vide A-1 references. Reply PW-2997, National out pump, ree! a meter. 


: : Petroleum News. 
Kemix Laboratories ye STACY OIL COMPANY, INC., 
Lincoln Engineering Co. 


McDonald Mfg. Co., A. Y. ..... 12-13 aU a ees oe Wee 


Mid-Continent Petroleum Corp. ... 
National System of Garage 
Ventilation TRAILERS: 17-4000 gal. (1200-800- 
Neon Products. Inc fees 224 3” zy Em. Valves, Cross over- 
’ ' oe 3” 
New England Petroleum Corp. ... For Sale: 1000 gal. tank truck, 3 compt., 1949 10 x 20 tires, Air brakes, R 


GMC chassis, Neptune meter, hose reel, $1000. 
Opaco Co. 3000 gal. 5 compt. Fruchauf trailer 900/20 tires, for station dely. Price $1750.00 


OPW Corp. : ae $1000. Cox Distributing Company, Easton, Mary- BRUCE E. HACKETT CO. 
Oscar Phillips Co. .... mad. 621 West 58 St. KCMO. Phone, Hiland 1385 
Overhead Door Corp. For Sale—Tractor Trailer; 1948 Mock—EHT 


Overhead Heater Co. Tractor, 1945 Fruechauf—4000 gallon Trailer. 
Paragon Oil Co Tractor recently overhauled, new paint. Trailer 


re 3” manifold and cross over lines, 3 compartments, ° 
Patent Chemicals Inc. double bulk heads, good paint. Tires 1000 x 20 . 
Par-Tee Co throughout. sae =, ym unit. Le 
A . re Box No. FS29 ational Petroleum News for 
Porcelain Enamel Finishers details or phone GRandview 7700 Cincinnati. Three 5500 gallon Fruehauf Tandem 
Pratt Poster Co. Price $1800.00 complete. Transports, 3 compartments, $2500.00 
Procon Inc. = - each. 
Red Wanted : Butler Tandem Trans- 
edex, Inc. iat One 5000 gallon Butler Tandem Trans 
.00. 




























































































Republic Oil Refining Co. ms Wanted: 55 or 30-gal. oil drums in good con- port, 3 compartments, 

Richfield Oil Corp. ‘ dition, truckload or carload. Sims Barrel Co., Three 5000 gallon Butler Tandem Trans- 
Rockwell Mfg. Co. #6 Greystone, K. C. Kans. ports, 3 compartments, $2000.00 each. 
Rotary Lift Co. 3 All in excellent cendition. Immediate 


Sly Of Co ; aiid GE, Bobbitt Telephone 3-179 


Standard Steel Works Box 1055 Raleigh N. C. 
Stant Mfg. Co. Bulk Oil Plants—Propane Gas plants : 
Stello Products Co. .. properties throughout the midwest. We A 


1 rope P ] Mark s, 6 5 i 
Stewart Warner Corp. 2nd Cover Produce Bank Bide, Minncapolis cee i ‘S Hil 
Tokheim Corp. ..............36-37-79 hull i 


U.S. Air Compressor Co 


U.S. Rubber Co. OPPORTUNITIES , secure Mi. SALMen 


. PERSONALIZED MANAGEMENT Comue. 
Valentine Mfg., I gushes Salen 40 qatinds. Gane Petroleum Refining — Marketing — a0 
Wane See * © att extonent; te.. eaey be aerator EVALUATION of NEW PROJECTS — SURVEYS 
Westinghouse Airbrake Co. located through the classified advertising LONG RANGE PLANNING 
White Motor Co. ee | ach TROLEUM CONSULTANT 
Willard Storage Battery Co. th St.. New York 22 
Wood Co., John “a 2 he bo ee Vetepnens — Piane 9-0600 
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Stewart Sterling Linden 


SUNSET OIL DEALERS who now handle Union Oil Co. products, were guests at 
a dinner staged by Sunset and Union Oil, marking the last in a series of meetings 
to brief them on Union marketing methods. During the gathering it was announced 
that Sunset outlets would continue “indefinitely” to be converted to Union stations. 
Speakers included Arthur C. Stewart, Union’s vice president for marketing; J. David 
Sterling, president of Sunset; and Roy Linden, Union’s vice president and sales manager 


Burns Meeder Dyer 


SURPRISE PARTY to honor Frederick Meeder, president of Richfield Oil Corp. 
of New York, was held at the Savoy Plaza Hotel, New York City by nine Independent 
Richfield distributors. The occasion was Meeder’s 25th anniversary with Richfield. 
The distributors, all of whom were Richfield employes more than 20 years ago, pre- 
sented an inscribed silver cigar case to Meeder. Also in attendance were former 
Richfield president, W. Chalmers Burns, now head of Hartol, and James E. Dyer, 
former Richfield vice president, now president, Sinclair Refining. Another former 
oe president attending the affair was Marc F. Braeckel, now vice president of 
Sinclair 


David Proctor, director, vice pres- 
ident and general counsel for Gulf 
Oil since 1945, has been elected exec- 
utive vice president of the company. 

Proctor who has been a member of 
Gulf’s top policy-making executive, 
finance and management committees, 
will continue as a director and general 
counsel for the parent company and 
many of its subsidaries. 


124 


C. H. Swanson is in charge of 
Anchor Petroleum Co.’s new sales 
office in Oklahoma City. The office 
was set up to better serve LP-gas 
truck accounts in Oklahoma. Swanson 
was formerly at the company’s head- 
quarters in Tulsa. 

The new Oklahoma City office of 
Anchor Petroleum Co. is located at 
111 N. W. 23rd Street. 


E. A. Williford 
is now general 
sales manager for 
Continental Oil. 
Williford has 
come up through 
the ranks, from 
service station 
driveway sales- 
man to his most 
recent position as 
central region 
marketing man- 
ager. 

He succeeds S. D; Breitweiser, who 
resigned to become director and vice 
president in charge of marketing, for 
Vickers Petroleum in Wichita. 

Williford will move from Oklahoma 
City to his new headquarters in Ponca 
City. He started with Conoco in 1925 
as a station driveway salesman at 
Muskogee, Oka. He held marketing 
positions in Iowa, Kansas, Nebraska, 
Missouri and Oklahoma and in 1951 
was made division marketing manager 
at Oklahoma City. 

Succeeding Williford is B. T. Willey, 
Oklahoma City - division marketing 
manager. Willey started with Conoco 
at Baltimore in 1941. He held various 
sales positions in Virginia and in 1950 
was transferred to Oklahoma City as 
assistant division marketing manager. 
He became division manager the 
following year. 

M. T. Swanson, assistant director 
of sales administration at Ponca City, 
takes over Willey’s position as mana- 
ger of the Oklahoma City marketing 
division. 

Swanson joined the company fol- 
lowing his graduation from the Uni- 
versity of Nebraska. He has held 
various marketing positions and has 
served in sales capacities in midwestern 
and southern territories. He was pro- 
moted to city sales manager at Okla- 
homa City in 1951. 


E. A. Williford 


Erick W. Nea- 
son has formed 
his own company, 
the Neason Pe- 
troleum Co., at 
270 Park Ave., 
Suite A-805, in 
New York. The 
company will op- 
erate as a mar- 
keting and cargo 
brokerage for 
crude oil and 
products. Mr. Neason has been with 
Oil Trading Associates, Inc. for over 
14 years. 


He makes his home with his wife 
and son in Scarsdale, N. Y. 


E. W. Neason 
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Linco/n.... 


THE MOST TRUSTWORTHY NAME IN LUBRICATING EQUIPMENT 
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ABOUT OIL PEOPLE 


At the close of 
the year, Dr. Rob- 
ert C, Gunness 
will leave his po- 
sition as assistant 
general manager 
of manufacturing 
for Indiana 
Standard, to be- 
come general 
manager of the 
company’s new 
transport ation 
and supply department. 

The new department wil! begin 
operation the first of January and 
will combine the present purchasing, 
traffic and distribution economics de- 





R. C. Gunness 


To Multiply Sales 


Multiply Displays 
with 


OPACO '2-WAY' 


Can Racks 


Increase your oil sales by displaying cans at 
many other than on i 


the pump island. 
Opaco Can ks, sturdily built of all welded 
steel construct: 


jon, are 
designed to give an in- 
ame Nem 3086 wi anf! 


eponnive two-way 
eee | 





isplay of oil cans at 








and come with a 
baked-on enamel fin- 
ish to insure an at- 
tractive, easy-to- 
clean surface for 
long, hard wear. 
Two sizes for 20 or 
30 1 quart cans, 
with or without 
sign holder. 


Model No. 3001 

Three tiers on 2 sides, five 

1 qt. cans per tier, total 30 1-qt. cans. 
38)” high with sign holder, only 274" high 
without. Spread on bottom 19°. 


Model 

No. 3001N 
Same construc- 
tion as Model 
3001 but without 
sign holder. 
Holds three tiers 
on 2 sides, five 
1 qt. cans per 
tier, total 30 1-qt. 
cans. 


NOW AVAILABLE— 
Baked l or p lain signs provide a 
geo advertising message in colors... 
ga. steel . . . will not bend. Estimates on 


request. 
Write for details and prices 
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partments. It will also take over 
products pipe line, marine, and dis- 
tribution terminal operations now 
handled by manufacturing, sales or 
production departments. 

In announcing the new operation, 
A. W. Peake, president, pointed out 
that crude purchasing and transporta- 
tion will continue to be handled by 
subsidiaries. 

In his new position, Gunness will 
report directly to F. O. Prior, execu- 
tive vice president. Gunness has been 
with Indiana Standard since 1938 
when he joined the staff of the re- 
search department at Whiting, Ind. 
After several promotions within that 
department, he was made assistant 
general manager of manufacturing in 
1952 and the next year was elected to 
the board of directors. 

He is a graduate of Massachusetts 
Institute of Technology and served as 
an assistant professor there for two 


ears. 
¥ 2 


New officers of the Assn. of Eastern 
Petroleum Credit Managers are: 

F. Raymond Kraemer, Credit and 
Financial Consultant, Mineola, N.Y., 
President. 

U. V. Davis, Esso Standard Oil Co., 
Boston, vice president. 

Paul T. Kinney, Socony-Vacuum Oil 
Co., Inc., Philadelphia, vice president. 

P. Richard Beck, Pennsylvania Re- 
fining Co., Butler, Pa., vice president. 

C. M. Mathewson, Cities Service 
Oil Co., Boston, secretary-treasurer. 

Dudley R. Meredith, Credit Assn. 
of Western Pennsylvania, Pittsburgh, 
assistant secretary-treasurer. 

Elected to the board of governors 
were the following: 

I. A. Keller, Shell Oil Co., Boston. 

M. K. Terwilliger, Frontier Oil Re- 
fining Co., Buffalo. 

J. V. McLaughlin, American Min- 
eral Spirits Co., New York. 

A. I. Richardson, Sun Oil Co., 
Philadelphia. 


Don B. Hearin, Jr., new president 
of National Tank Truck Carriers, Inc., 
has been named to the National Petro- 
leum Council, replacing past president 
John Ruan, head of Ruan Transpor- 
tation Corp. 

- 

H. T. Dodge, former assistant to 
the vice president of The Texas Co., 
has been appointed general manager 


_ of the company’s foreign operations 


department (Western Hemisphere and 
West Africa). 

Dodge, a graduate of Rice Institute, 
has worked in various capacities for 
Texaco’s domestic sales department 
and in foreign operations in Belgium, 
Holland and the Philippine Islands. 
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He started with The Texas Co. of 
Mexico, Ltd. in 1920. 

Succeeding Dodge as assistant to 
J. T. Wood, Jr., vice president in 
charge of foreign operations, is C. W. 
Saville. Saville has been manager 
(exploration) of the foreign producing 
department since 1952. 

* 

Don C. Lang, partner and general 
manager of Lang Oil Co. in Farming- 
ton, N.M., has long-range plans to 
build two new service stations and a 
new bulk plant. This year, he is under- 
taking a general paint-up job. 


E. L. Arnold 


Effective August 
1, Robert G. 
Tracy will be- 
come manager of 
the Standard Oil 
(Ohio) Cleveland 
division. Tracy 
will succeed Roy 
D. Packard, who 
plans to retire in 
September. Pack- 
ard is a veteran 
of 50 years serv- 
ice with Sohio. He started with the 
company in 1904 as an office boy at 
the Cleveland headquarters. He has 
held the position of Cleveland divi- 
sion manager for the past 18 years. 

Tracy has been manager of the 
Toledo division since 1936, and has 
been with Sohio some 38 years. 

Succeeding Tracy at Toledo is Clay- 
ton G. Bittner, Youngstown division 
manager since last November. Before 
his Youngstown appointment, Bittner 
had been for seven years manager of 
the Lima division. He has been with 
the company 36 years. 

Edwin L. Arnold will take Bittner’s 
place at Youngstown. Arnold is now 
manager of retail sales in the Toledo 
Division. He has been with Sohio 
24 years. 


C, G. Bittner 


e 
Donald R. Longman has been ap- 
pointed manager of market research 
for Atlantic Refining in Philadelphia. 
Longman was formerly executive di- 
rector of Dunn & Bradstreet’s market- 
ing research division in New York. 
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Something to put under this cap and think about. 


lus 


new D-X Ethyl with 


UCL 


hacked by largest promotion in D-X history 


Here Are Some 
Happy Profit Thoughts 


Last year more D-X Lubricating Gasoline was sold 
than ever before. This year we’re out to set still 
another sales record with new D-X Ethyl with 
UCL-plus—the only gasoline with all the extras. 


Already it has broken one record: We’re investing 
more advertising money in D-X Ethyl with 
UCL-plus than we have ever spent to advertise 
any D-X product. That’s why we’re sure this new 
gasoline is going to make sales history for us and 
for everyone on the D-X bandwagon. 


We have 2 completely new product with an all- 
time high in octane and with new all-inclu- 
sive benefits! And—we have an advertising 
campaign designed to pre-sell millions of 


Mid-Western motorists for D-X Dealers. We’re 
making hundreds of millions of sales impressions 
in newspapers and farm magazines; on radio and 
TV; with painted highway bulletins, 24-sheet 
posters, point-of-sale literature and display ma- 
terials. Everything paves the way to a summer of 
paydays for the D-X Dealer. 

Think about it. If you want to see how we’re 
helping D-X Dealers with our biggest promotion 
ever, if you want to see what it can do for your 
gallonage—write, wire or phone the Mid-Conti- 
nent office nearest you. 


More profit opportunities are yours with our 
complete line of D-X Motor Oils—new “Weather- 
Proofed” D-X Special (for premium profits and 
performance), heavy duty D-X DHD, eco- 
nomical D-X Motor Oil, and many others 


for home, farm, and commercial uses. 


MID-CONTINENT PETROLEUM CORPORATION 


TULSA, OKLAHOMA 
Minneapolis, Minn. 


Waterloo, ta. Chicago, Ill. 


Omaha, Nebr. 


Terre Haute, Ind. 
Madison, Wis. 
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Gulker 


Buechner 


Askam 


FIRST PLACE SAFETY AWARD in the 1953 National Safety Council contest was 


won by the 


Marathon retail marketing department of the Ohio Oil Co., Findlay, Ohio. 


This is the fourth straight year Ohio Oil has won the award. J. C. Askam, chief safety 
engineer for Ohio Oil, displays the winner's plaque to G. D. Gulker, safety engineer, 
and C. A. Buechner, manager of the retail sales department 


James R. Tuc- 
ker has been ap- 
pointed assistant 
manager of sta- 
tion sales for Sin- 
clair, with head- 
quarters in New 
York. 

Since 1948 
Tucker has been 
area manager in 
western and east- 
ern Pennsylvania. 
He joined Sinclair in 1923 as a service 
station operator in Indianapolis. A 
year later he became a service station 
superintendent and later served in 
that same capacity in Fort Wayne, 
Columbus and Milwaukee. He later 
became a state sales representative in 
Wisconsin and in 1944 was trans- 
ferred to the sales promotion depart- 
ment in New York. ‘ 

oF 


Bert Schibeci, who is associated 
with the Stacy Oil Co. in Fulton, 
N. Y., informs us that his company 
has added an air conditioning line. 
Stacy Oil has also built two new 
service stations and added 40,000 
gals. storage for asphalt. 

a 

C. J. Struble has been named man- 
ager of Indiana Standard’s new special- 
ties department, which has just been 
set up in the general manager’s sales 
department to step up the promotion, 
distribution, and sale of its growing 
line of specialty products. Standard’s 


J. R. Tucker 


128 


specialty line includes products for 
the home and garden, and agricul- 
tural insecticides and herbicides. 

Struble joined Standard in Wichita 
in 1923. In 1944 he was named sales 
manager-reseller, and in 1946 sales 
manager-consumer in the Wichita 
sales division. 

In 1950 he was transferred to the 
company’s general office at Chicago 
as merchandise manager of specialties. 

€ 


Frank C. Cole- 
grove, executive 
vice president of 
Allied Oil Co., 
Cleveland, has 
been elected 
president of the 
Petroleum Club 
of the Cleve- 
land Chamber 
of Commerce. 

F. C. Colegrove Other new offi- 
cers of the club 
include: 

William J. Loufman, president, 
Fleet-Wing Corp., first vice president. 

John T. McDowell, regional man- 
ager, Cities Service Oil Co., second 
vice president. 

William E. Hunger, president-treas- 
urer, Union Oil Co. of Ohio, secretary 
and treasurer. 

Colegrove is the eleventh president 
of the club which was founded in 
1943 to aid in the war-time produc- 
tion and distribution of petroleum 
products in Ohio. 


COMING MEETINGS 


JULY 


California Petroleum Distributors Assn., ‘Pal- 
ace Hotel, San Francisco, Calif., July 17-18. 


Truck Trailer Manufacturers Assn., Edgewater 
Beach Hotel, Chicago, Ill., July 22-23. 


AUGUST 


Florida Petroleam Marketers Assn., Tides Ho- 
tel and Bath Club, St. Petersburg, Fia., 
Aug. 6. 


National Congress of Petroleum Retailers, 8th 
annual convention, Sir Francis Drake Hotel, 
San Francisco, Calif., Aug. 8-13. 


South Carolina Oil Jobbers Assn., Bon Air 
Hotel, Augusta, Ga., Aug. 9-10. 


Socy. of Automotive Engineers, national West 
Coast meeting, Los Angeles, Calif.. Aug 
16-18. 


SEPTEMBER 


Oil Industry Information Committee, Conrad 
Hilton Hotel, Chicago, Ill, Sept. 8-10. 


Interstate Oil Compact Commission, Fonte- 
nelle Hotel, Omaha, Neb., Sept. 9-11. 


Michigan Petroleum Assn., fall convention, 
Park Place Hotel, Traverse City, Mich., 
Sept. 10-11. 


New Mexico Petroleum Industries Committee, 
annual convention, LaFonda Hotel, Santa 
Fe, N. M., Sept. 13-14. 


National Petroleum Assn., 52nd annual meet- 
ing, Hotel Traymore, Atlantic City, N. J., 
Sept. 15-17. 


American Petroleum Institute, Lubrication 
Committee, Traymore Hotel, Atlantic City, 
N. J., Sept. 15-17. 


Ohio Petroleum Marketers Assn., fall confer- 
ence and golf tournament, Hollenden Hotel, 
Westwood Country Club, Cleveland, Ohio, 
Sept. 22-23. ' 


Pennsylvania Petroleum Assn., fall convention, 
Pocono Manor Inn, Pocono Manor, Pa., 
Sept. 26-28. 


Tennessee Oil Men’s Assn., fall meetings, Pea- 
body Hotel, Memphis, Tenn., Sept. 27-28. 
Independent Oil C ders Assn., annual 


meeting, Hotel Sheraton, Chicago, Ill, Sept. 
27-28. 





OCTOBER 


Texas Mid-Continent Oil & Gas Assn., annual 
meeting, Plaza Hotel, San Antonio, Texas, 
Oct. 4-6. 


Empire State Petroleum Assn., fall meeting, 
Whiteface Inn, Lake Placid, Whiteface, 
N. Y., Oct. 10-12. 


National Assn. of Oil Equipment Jobbers, 4th 
annual meeting, Congress Hotel, Chicago, 
Ill, Oct. 10-12. 


Secy. of Automotive Engineers, national trans- 
portation meeting, Boston, Mass., week of 
Oct. 18. 


Texas Oil Jobbers Assn., Management Insti- 
tute, Driskill Hotel, Austin, Texas, Oct 
19-21 


Nebraska Petroleum Marketers Assn., annual 
convention, Paxton Hotel, Omaha, Neb., 
Oct. 20-21. 


Independent Petroleum Assn. of America, an- 
nual meeting, Tulsa, Okla., Oct. 25-26. 


National Lubricating Grease Institute, 22nd 
annual meeting, Mark Hopkins Hotel, San 
Francisco, Calif., Oct. 25-27. 


Texas Oil Jobbers Assn., Management Insti- 
tute, Caprock Hotel, Lubbock, Texas, Oct. 
26-28. 


NOVEMBER 


Secy. of Automotive Engineers, national! fuels 
and lubricants meeting, Mayo Hotel, Tulsa, 
Okla., Nov. 4-5. 


American Petroleum Institute, 34th annual 
meeting, Conrad Hilton Hotel and Palmer 
House, Chicago, Ill., Nov. 8-11. 


Assn. of American Battery Manufacturers, an- 
nual convention, Edgewater Beach Hotel, 
Chicago, Ill., Nov. 15-17. 


Packaging Institute, Petroleum Packaging 
Committee, Statler Hotel, New York, N. Y., 
Nov. 29-30. 


Oil Industry TBA Group, annual convention, 
Park Plaza and Forest Hotels, St. Louis, 
Mo., Nov. 29-30. 
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new 


Proved Best xa 


for independent jobbers! 


Our new Ethyl gasoline with the miracle ignition control additive, CONTROL 
ICA, has proven the biggest boost yet for Independent Oil 

jobbers. Whether they sell the Ashland brand or their own brand 

Ethyl with ICA, dealers have been able to tie in with this important 

performance advance. Increased sales for everyone selling 

Ashland-made gasoline has been the result. 


customer accepted 


Both Ashland brand dealers and the many indepen- 
dents selling Ashland-made Ethyl with ICA report a 
steady increase in sales. Their regular customers are 
buying more Ethyl gasoline to gain the advantage 
of ICA. Hordes of new customers have been attracted 
by striking point-of-sale displays and extensive 
newspaper and radio advertising. 








Ashland 


ASHLAND OIL & REFINING COMPANY ASHLAND, KENTUCKY 


ALTON, ILL. — 2616 E. Broadway; BUFFALO, N.Y. — 800 Ellicott Square; CHICAGO, ILL. — 122 S. Michigan 
Ave.: CINCINNATI, 0. — 1402 Fed. Reserve Bank; CLEVELAND, 0. — Standard Bidg.; DETROIT, MICH. — P.O 
Box 6025: EVANSVILLE, IND. — 2500 Broadway; FINDLAY, 0.— P.0. Box 210; LOUISVILLE, KY. — 3005 


Dumesnil; NASHVILLE, TENN. — 5 E. Main; PADUCAH, KY. — R.R. No. 4; PITTSBURGH, PA. — 711 Park Bidg. — $< 
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E B POWER GS - 
UNIVERSITY MICROFILES 
313 N 1 ST 


ANN ARBOR WICH 


If it’s petroleum-powered, 


there’s a GLOBE-BUILT 
battery from the start aa 


gj Besn rugged, custom-built batteries are creatively 
engineered to give all petroleum-powered equip- 
ment more dependable starting — year ‘round. 


Globe Batteries are specified by many leading 
original equipment manufacturers and mass mer- 
chandised under the trade name of GLOBE SPIN- 
NING POWER and numerous private brands. 


Milwaukee 1, Wisconsin 
a \ For fast service there are 15 Globe Battery Plants — Atlanta, Ga. 
< y ® Boston, Mass. ® Cincinnati, Ohio © Dallas, Texas © Emporia, Kansas 


® Hastings-on-Hudson, N.Y. ® Houston, Texas ® Los Angeles, Calif. © 
Memphis, Tenn. © Milwaukee, Wis. © Mineral Ridge, Ohio © Oregon 
City, Ore. © Philadelphia, Pa. ® Reidsville, N.C. © Ajax (Toronto) Can. 





